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ELECTRICAL MERCHANDISE 


Electrical Development in America Began in Philadelphia 
The 37th Convention of the National Electric Light Association is 
being held there this year—June 1, 2, 3, 4 and 5 are the dates. 
The Philadelphia Electric Company extends to the members and 
guests of the Association a hearty welcome to the City of Benjamin 
Franklin, and offers to them the free use of all its facilities 
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The Newest and Cleverest 


Greenwood Shadow 
Picture 


TUCKER-LEACH PATENTS PENDING) 








These pictures show something of the scope of this newest development in Electric 
Advertising. The face of the Coffee Bean is 18 ft. high. ‘There are 76 changes in the 
expression of the face and eyes. =| 

The color scheme is very attractive and the sign is attracting a great deal of atten- al 
tion and comment. It burns 1500 lamps. 


Use These Greenwood Shadow Pictures in the 
Next Large Sign That Goes Up in Your Town 


iB IN.VAN NUYS . 
if *» BUILDING . : 


ne a a we 


Here is the Fourth Big Sign We Have Built for 
Los Angeles Office Buildings be 
It measures 102 ft. long and 43 ft. high. The letters are 8 ft. high. Flames in red a 


and a traveling border in green. “These Hames are the best we've ever done,—the 
building looks afre. ‘he border has a brand new motion—most effective. 


ss 
POPULATION 1920—1,000,000 ( 
ry 














4 | 
| Las Angeles, Caltfarnta Pd ul 
| | py April 6, 1914. * 
| This letter from the Los evviinenn:tnagtintan €0- ry 
Loe angeles, Cal. n 
|| Angeles Chamber of Com- scien r 
| o 4 owle rece r letter ir . 
|| merce shows what we are cnr cttanttin te the eatson cheateteah Gaphege aor tang yaaies on” 
| | verious buildings in the down-town section. e 
} . . . Reet assured this advano eotr . s 

accomplishing in the West not anceped car netion, and ve vient te tale mene ot comp inating 1 
<civin fresh. Ware ta S0i11 cansiaessbio éemsad ino thie peace 
| advertising, and it is only @ question of how well the Greenwood people b 


can bring their work to tne attention of these who advertise extensively 
slong all lines. 
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GREENWOOD “4tiwidualiy is booming the sign business and the Central t 
| Stations are winning big profits. Let the Greenwoods cooperate with YOU. n 
Write to the nearest factory. n 
n 
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| GREENWOOD ADVERTISING COMPANY F 


GREENWOOD ADVERTISING COMPANY (Western) ; 
KNOXVILLE, TENNESSEE LOS ANGELES 
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Tools That Build New Busin 


The Story of a Proven Commercial Organization and the Model Equipment 


Essential to an Efficient Department 


By H. N. McConne tt, 





Commercial Manager, United Gas and Electric Engineering Corporation, New York City 


[One summer, a good many years ago, a youngster was sent out to a certain small city central station to be the electric salesman. 
and got some 
outside work. The more he did outdoors, the more time it took indoors to report it. 
catching up; across the report for that day, he wrote in red ink 


company. He started in to get business 


“Spent this whole day on reports. 


It was a combination 


but soon found that the voluminous system of reports required of him was seriously interfering with 
Finally, he let the reports wait for several days and then spent a whole day 
Too busy to do any work.” 


Well, the blow hit home and the new salesman got the chance he wanted to suggest a shorter system of reports, that gave more time for getting business 


worth reporting. 


The man was McConnell; and from that time to now, one of his particular hobbies has been the development of system and equipment that 


will actually increase the power and capacity of the salesman. The particularly varied experience he has had as commercial manager for an active operating 


company, has brought the opportunity; and the system he describes in this article is the evolved product of the best knewledge and skill that the industry 


has matured. 


It is no small gift that Mr. McConnell makes to the readers of Electrical Merchandise 
mercial equipment that has been perfected for the use of his own organization; and you are free, by invitation, to use it as your own. 
blue prints from which this standard equipment is made, so that you may duplicate any of it that you wish. 
be most glad to avail themselves of this generous opportunity. 





“VERY year the central sta- 
‘¢: tion salesmanagers and 

é salesmen go to the con- 

<a Pat. ventions of the National 
waif Electric Light Association, 

3 spend a week there and go 
sale y home again—and what hap- 
a “* pens? Too often, nothing. 
They attend the meetings, read papers, get 
up on the floor and join in the discussion, 
and then go back, make out the expense 
accounts, and let the matter drop until the 
next Convention. What good has it done 
their companies? Practically none. 

I believe in conventions. There is an 
enormous amount of benefit to be secured. 
The trouble is not with the Convention 
but with the men who go to them. The 
great majority do not, utilize and apply the 
conventions when they get back to the jobs. 
And the reason is that most central stations 
are not commercially organized to take ad- 
vantage of one per cent of the opportunities 
that come their way, the convention benefits 
among them. And so right now, before 
the Philadelphia meeting begins, I want to 
make a plea for this basic, essential com- 
mercial organization, that is lacking in so 
many companies. Here is a suggestion, a 
definite concrete thing for you to do when 
you get home this year, to put yourself in 
position to make this national convention 
more than just an expensive junket. 


Commercial Organization 

What do I mean by “commercial organi- 
zation?” 

I mean a dozen things, most of them 


Editor. | 


“mere details” in the day’s work, and vet 
details that make all the difference between 
a well-built, smooth-running machine and 
a bunch of over-busy parts. I mean that 
the central station commercial department 
to be in any way efficient and effective and 

















H.N. McConnell 


able to develop its opportunities, must be as 
well provided for as any portion of the 
power plant. 

[ have been through the mill in the central 
station selling game, as salesman and 
department manager in several cities; and 
of recent years, as general commercial man- 


He lays before you the full detail and story of this model com- 


He offers to loan you the 
We are confident that many central stations will 


ager of a holding company, have aided in 
the reorganization of other properties in 
cities widely different in size, location and 
character. I have found, almost without 
exception, that the selling end of the business 
is not only the most neglected, but the most 
profitable for the company to improve. | 
have found that the old ery of “Our con- 
ditions are different” is just the cry of in- 
experience from the man in the rut; for the 
model selling system that we have worked 
out as our standard has proved a correct fit 
under every condition where it 
installed; and that means twenty 
cities, scattered through seven states, from 
Colorado to Connecticut and from Texas 
to the Lakes. I am going to describe this 
standard organization in detail, because | 
know that other readers of Electrical Mer 
chandise can apply it no less profitably. 


has been 


some 


Quarters the First Ste P 


The first and most factor in 
commercial department organization, is a 
good room well equipped for the use of the 
salesmen. You generally find that the en 
gineers are well quartered, that the book 
keepers have adequate facilities for doing 
their work, but the salesmen have no room 
for their own. When they come in every 
morning and at night, they have no place to 
sit down. 
way. 


essential 


They are always in somebody’s 
They feel like unweleome visitors 
And so, where these conditions exist the first 
thing to do is to secure a room where you 
can talk in privacy, and the rest of the 
people are shut out. A morning meeting is 
an important function, and if it is held in the 
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open with clerks looking on and laughing at 
the “prayer meeting,” the salesmen will not 
and cannot take it seriously. 
But the room is not enough. 
well furnished. 


It must be 
Every man must have his 


own chair and his own desk, a place where 
Theo- 


he belongs and can be undisturbed. 


what he has done. I believe that the 
greatest advantage in the use of the black- 
board, dial, rack and map combination, is 
that it gives the salesman himself a clear, 
definite and continuous evidence of his 
success or his lack of it. It puts him into 
conspicuous competition not only with the 





The prospect rack in use: showing the pigeon-holes arranged for 31 days, 12 months and 6 extra. 


retically, the salesman has nothing to do 
inside, but as we all know, the fruitfulness of 
his outdoor work depends more on his indoor 
system than on any other one thing. 

You cannot get the best out of a man by 
making his office work hard. A salesman 
has enough troubles outside the office. 
Don’t add to them when he gets back. You 
are paying him to produce. If part of his 
work must be done indoors, why put 
obstacles in his way? Give him a little 
comfort. Pamper him a bit. You will get 
your money back a hundred times. A little 
encouragement helps. Give him room to 
work, room for his records, a place he can 
call his own. After he has tramped his 
territory all day long he is tired and he will 
appreciate it. The helter skelter commer- 
cial department cannot be genuinely ef- 
ficient. 


The Model Equipment 


After the good room and the chair and the 
desk, the selling man needs adequate work- 
ing equipment, and in a model system you 
should provide the following—a large dial on 
the wall, to indicate the gains in business; 
a blackboard to record the work done by 
each individual salesman, and the total 
figures; a, prospect rack that acts as a 
tickler file for the active “Lead Memos;” 
and a set of maps that are placed on each 
salesman’s desk beneath plate glass, each 
man’s map showing his own territory. 

The pictures show more clearly than I 
could describe, just how this equipment is 
used. An exact standard has been worked 
out as a result of much experimenting and 
the same “tools” are now in use by all our 
companies both electric and gas. The 
system has proved itself of inestimable 
value. 

This game of selling is mighty indefinite 
and abstract. A salesman has very little 
that he can put his finger on to show him- 
self—and others—what he has accomplished, 


rest of the staff but with himself. It stimu- 
lates both ambition and pride, it is both an 
encouragement and a goad. If there are 
only two salesmen in the company, I 
believe it pays to have a dial and a black- 
board on the wall, where the general manager 
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territories, each in charge of one salesman. 
who has the map of that district ever befor: 
him under the plate glass on his desk. Thes: 
territories are divided as equitably as 
possible, and usually the men are trans 
ferred periodically from one to another, to 
bring a new pair of eyes to work. 

For every inquiry that comes into the 
office, and every prospect that the salesman 
digs up from his territory, a Lead Memo 


is made out. 
O 
LEAD MEMO 


ry e 
This memo O 
LOCKPORT LIGHT, HEAT & POWER CO. 





goes to the 
commercial 
manager. He, 


Date issued Report by 
or one of the omen 
men who acts Address 

Business Source 


as his assist- 
ant, puts the 
memo into the 
rack. This 
rack as you 
will see by the 
picture, is 
divided into 
31 pigeon- 
holes num- 
bered for the 
days of the 

current month | Installation 

and 12 double el 2 : 
spaces marked = 


for the month : ; 
A The lead memo used in the 
of the 


year. prospect rack. 
Every night 
the salesmen turn in their memos marked for 
the next call, if no sale has been made, and 
they are put into the rack to wait for that 
day. Every morning the manager goes to 
the rack for the memos falling due that day. 
These are given out at the morning meeting, 
and every salesman starts the day with 
definite work to do. 

Every night each salesman, when he 
comes in, reports to the commercial manager 
the sales he has made. The manager then 


Prospect for 


Date and Calls on Prospect 














The blackboard that shows the individual record and comparisons with past years. 


may come at any time of day, and see just 
what each man is accomplishing. 


The System in Operation 


Briefly, here is the way the system works— 
The city is divided geographically into 


makes up the day’s total and hands it to the 
man who alone makes the blackboard entries 
and sets the dial. No one else, not even 
the commercial manager himself, is per- 
mitted to touch the blackboard or dial, and 
therefore this man can be held strictly ac- 
countable for the accuracy of the record, 


pr 





pe 
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Indoor Routine 


The men assemble in the morning at 8 
Yclock. The morning meeting is in session 
from 8:15 to 8:45 sharp. This gives the 
nen 15 minutes to get ready for the meeting 
nd time to get ready to go out on the 
ritory at about 9:15. The commercial 
manager himself is generally the active 
salesman in the commercial district of the 
city, and is outdoors morning and afternoon. 
He returns at noon, however, and receives 
telephone reports from the men who ring 
him up from the territory at 1 o'clock, and 
vet their instructions for the afternoon. 

The floor salesmen or salesladies have 
their records entered up on the blackboard 
on the same basis as the outside men. And, 
considering the amount of business that 
naturally gravitates to the office, we expect 
them to make a showing. It is very hard 
for a good many treasurers and managers to 
see a floor salesman sitting out in front, 
reading a trade journal or a book on sales- 
manship, but it is wrong to call upon a floor 
salesman to help with clerical work and 
expect him to be eagerly attentive to every 
customer who comes in the door. The floor 
salesman’s business is to meet and greet 
every caller no matter what his or her busi- 
In cases where it is necessary for 
the outside salesman to send a prospect to 
the office, he can best make his own agree- 
ment with the floor salesman as to who 
secures the credit for the resultant sale. 
Every situation of this kind is a special case 
and some division of credit is often just and 
desirable. However, it is clearly under- 
stood that all outside men are expected to 
get their orders outside of the office and 
without assistance. 

During discount days, there should be 
always special activity in the salesroom, 
with demonstrations of appliances and often 
a salesman is brought in from the field to 
assist. Names secured in the salesroom are 
entered on lead memos and deposited in the 
prospect rack in the regular way. 

Our display windows are changed each 
week and we usually find among the saies- 


ness. 


The top of the salesman’s desk showing the 


men, some man with distinct ability for 
creating these displays. From time to 
time prize competitions are held and each 
salesman trims a window, the money going 
to the man who produces the best display. 
Also, where it seems_advisable, we go out 
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and hire some clever department store 
window trimmer for special occasions or for 
regular service as the situation may demand. 
But these are details of department adminis- 
tration that naturally follow under any good 
organization plan. 
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walks out, but the remark was made before 
all the salesmen and Brown feels good over 
it, and the rest of the boys say to themselves, 
“Oh-ho! The Old Man has got his eye on 
this thing!’ The result is, that before this 
has happened many times that blackboard 


ToTAL H.P. In Motors CONNECTED. 


] 


The dial that acts as pace-make rand shows the cumulative progress 


The Influence on the Men 


So much for the system itself. You, 
naturally want to know the attitude of the 
men, where this routine supplants former 
easy-going, non-producing methods. 

During the first few days that the black- 
board and dial are up, the men go along 
just the same as before, keepifg busy and 
working on a day-to-day basis without 











map of his district beneath the plate glass. 


any particular regard for what the rest are 
doing. Then one morning the general 
manager strolls in, looks at the board, turns 
to the commercial manager and says, “I see 
that Brown had an exceptionally good day 
yesterday.” Then he turns around and 


has become the most conspicuous thing in 
the room, and you hear them arguing and 
figuring out the “dope” as though it was the 


baseball board in July. And this black- 
board is popular with all good men, for 


if a salesman is afraid to have his record 
placed on exhibition, the earlier he is found 
out the better for the company. 

It is surprising the amount of enthusiasm 
that this dial can work up. I remember 
well, a number of years ago in a western 
property; it was the 31st of the month and 
we had almost doubled the record for gas 
range made in the corresponding 
month, the year before. Every salesman 
had come in that night but one, and we still 
lacked three ranges to double the record. 
When this last man turned up the whole 
crowd was waiting in suspense. He re- 
ported four ranges sold and every man in the 
room jumped up and yelled. The general 
anager came out and wanted to know 
what was going on. Everybody shouted, 
“We've doubled the range record!” 

The dial and blackboard combination is 
the greatest possible help to the salesman 
himself. It gives him a chance to make 
good; for nothing counts but results, and 
the man with the glib excuses can’t keep up. 


sales 


A Typical Case 


I went into an office the other day and 
found four men using one desk, the only 
property of the commercial department. 
The department needed ginger—and _ there 


was the reason right before my eyes. That 
one poor, manimate, unfortunate, foot- 


scarred, butt-burnt desk—too poor to sell 
even to a second-hand man—was costing 
the company hundreds of dollars a year in 
efficiency. 

A room on the second floor was found. 
It was used as a storeroom, cluttered up 
with stock and rubbish. This room was 
turnedfover, tothe commercialfdepartment. 
It had a big window and was directly 
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over the main entrance to the offices. 
People from the street could see the upper 
half of the room, but not the lower half: 
sO they took some art glass domes out of the 
basement to make room for the stock which 
had been removed from the new commercial 
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its own. 
window sills or 
talk with the commercial manager. 





View of a commercial department showing the model equipment in use. 


department, and hung them over the desks. 
This made a most attractive display from 
the street and was valuable as an actual 
demonstration of the domes. 

There was also an old desk in the base- 
ment, which, with the application of a lot of 
soap and a little furniture polish, became the 
commercial manager's desk. Along the wall 


maps, and all, was less than $100, vet the 
efficiency of that department took a sudden 
upward leap so strong that it is still ascend- 
ing. The increased sales are automatically 
decreasing the operating cost and the ex- 
pensively cheap desk which held the com- 
mercial department down for so long is a 
thing of the past. 





WEEKLY LETTER. 





The men did not have to sit in 
climb radiators to have a 
ry 

rhey 
did not have to go out on*the sidewalk or,in 
the basement for their morning meetings. 
The total cost of the entire change, tables, 


equal expenditures for power house econo- 
mies. 
as big a part in reducing the average cost per 
kilowatt-hour as engineering and new ma- 
chinery. Here is a point that many 
managers overlook—Suppose there are 1,000 
meters in a town and these meters are using 
10 kwh. a month; and suppose that through 
the efforts of the commercial department 
1,000 more consumers are connected up, 
so that the customer service has been 
doubled; that new business automatically 
cuts the overhead-per-customer and the cost 
per kwh. sold. 

What we lack in the central station game 
today are merchants, merchants who know 
how to properly display and sell their goods. 
Retail store statistics figure that only one- 
third of all sales are made because the people 
actually need the goods and seek them, and 
the additional two-thirds is won through 
enticing displays that create the desire. In 
selling the product of the electric or gas 
company, the proportion of voluntary busi- 
ness is probably larger, but there is still an 
enormous volume of sales that is not secured 
without energetic efforts of stimulation. 


Comparison a Reproach 


The selling system of the average central 
station commercial department today is 
probably less efficient than any other retail 
house in the city, simply because the 
management considers the selling secondary 
in importance to the producing. A 
foreigner, for instance, comes to this country 
and starts pushing a banana cart. The 
first thing you know he takes a little stand 
and opens up a little fruit store. Before 
long he rents a good store on the main street, 
and with the $2,500 he has to spend,‘he puts 










































































Both side 


was built the salesman’s table on which were 
placed glass covered maps showing each 
salesman’s territory and the existing lines 
therein The blackboard dial and rack 
were hung on the wall. This arrangement 
gave the commercial department a home of 


of the weekly report sheet filled in by the local commercial manager. 
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his weekly letter and makes the monthly summary. 


The Dollars and Cents of It. 


It pays to spend money on the commer- 
cial men. There is as much net profit to be 
made in cold dollars through bettering the 


efficiency of the selling machinery, as in 


On the 


back of the sheet he writes 


$1,500 into well arranged store equipment, 
and $1,000 in goods on the shelves. On the 
other hand, the central station, when it 
hires an expensive ground floor front, usually 
gives up most of the space to the clerical 
department and general offices for work 
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Market development can play quite 
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that can be done just as conveniently up- ing these contracts, and keeps the memos The blackboard shows by its daily mover 
stairs. The big rent for the prominent always alive and in sight, even after they are =oment whether business is coming slow o 


location is paid solely for display-oppor- 
tunity, and the space should be given up to a 
salesroom—a_store--with the application 
clerk and the cashier located in the rear so 
that customers will pass through the in- 





i teresting display, on their way to the desks. 
I believe that there isn’t a central station 
in this country, be the population what it 
i may, that cannot greatly increase its in- 


come and its earnings by installing such a 
system as we have adopted, and giving the 
same careful effort to developing the market, 
that is universally applied in the producing 
of the current. This equipment of ours 
represents the boiled down extract of all the 
central station selling experience of the past. 
The entire objective is to increase the pro- 
ducing power of the salesmen. 


What The Model System Costs 


And what does the equipment cost? For 
$200 you can install the best type of furni- 
ture and produce the atmosphere that you 
want. Of course it can be done for less, 
but it pays, and pays well to give the sales- 
men an establishment that they will be 
proud of. And why shouldnt you? The 
general manager will go down to the plant 
3 and spend $200 in a few minutes, if he sees 


a way to increase efficiency. There is no 

° reason why he should hesitate to do as much 
for the commercial department, if it’ will 

result in increasing prosperity. 

F I am reproducing with this article clear 

photographs of the blackboard prospect 

rack, dial and salesmen’s desks from which 


you can readily duplicate this equipment. 
I am reproducing also the weekly report 
s forms which are used by our companies in 
classifying business gained. With the lead 
memos which the salesmen carry in loose 
leaf binders, this will provide an entire 
working equipment for any central station 
selling department; and a little study of 
these forms will show how they serve to 
make constant stimulating comparisons be- 
tween present production and past records, 
so that each man is kept ever in competition 
with himself, as well as with his fellows, 
with the goal continually luring him on. 

It is the combination that gives the sus- 
tained strength. The lead memo, when once 
made out, follows the prospect: until the 
business is closed or the prospect: adjudged 














Glimpse sof one of the U Gr. A I property h wing } h characte 


in the display of qoods, 


“dead.” The rack gives the latest infor- complete, and conspicuous ino the pigeon fast, and marks the goal ahead 


The Com 
mation of individual progress toward land- holes marked “closed” and “connected.” mercial 


Inanagers weekly report to the 
veneral managers covers the total 


figures 
and their values and comparisons 





The Opportunity 


These are the tools you need and can 
obtain for a few dollars. Here is your 
biggest opportunity to improve the selling 
power of your commercial department. 
Here is a simple efficient and proven way to 
accomplish more toward increasing earnings 
and reducing the cost per kwh. than any 
similar expenditure that has been made by 
your company, probably, in the last. ten 
vears. 

When vou go home from the Philadelphia 
Cony ention, eaver to Inake al record, remem 
her that the best workman has small ski!" 
without tools. Establish your selling staff 
as an automatic machine, and see how this 
year’s figures will win you new records ot 


SLCCEeSS, 





nt, 


Lewis A. McArthur, formerly assistant 
to Jas. E. Davidson, of the Pacifie Power 


and Light Company. § Portland, Oreg., has 
Another salesroom where the merchandising spirit reigns. been appointed assistant general manager. 
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E CONVENTION 
-HILADELPHIA 


What the Gathering Promises 


The Significance of 
HE coming thirty-seventh 
convention of the National 
Electric Light Association 
in Philadelphia, affords an 
interesting opportunity to 
measure the wonderful 
growth in this national 
body. Twenty-seven 
years ago, the fifth convention was held in 
Philadelphia, and on that occasion about 500 
persons were present. This year an attend- 
ance of no less than ten times that number 
is expected, for 5,000 is just about the 
normal N. E. L. A. Convention crowd at 
this stage of the industry’s development. 
And there is another significant point 
of comparison. At that meeting in 1887, 
there were no commercial men in evidence, 
because the real central station business 
man had not been born to the work. This 
year will see four sessions given up entirely 
to, the discussion of commercial subjects. 








T. I. Jones 


Chairman of the Commercial Section N. E. L. A. 


For the first time, it will see the report of the 
Rate Research Committee and the report 
of the Lamp Committee both scheduled 
under the commercial head and submitted 
to Commercial Sessions. It is one more 
recognition and tribute to the steadily 
increasing importance of the business side 
of the great work, and the growing capaci- 
ties of the men who are making it so. In 
1887 the N. E. L. A. was an association of 
engineers, but in 1914 it returns to Phila- 
delphia a balanced body of business men, 
specialized in all the departments of a great 
industry, but with a perspective broad 
enough to recognize the great dominating 
objective—commercial expansion—and 
shape their efforts to that end. 

As announced last month, the Conven- 
tion will be established in the Bellevue- 
Stratford Hotel, one of the largest and most 
perfectly equipped hotels in the country. 
All the regular sessions will be held in the 
three large meeting rooms, on the Ballroom 


This Second Convention in Philadelphia and Its Plans 


Floor. The exhibition will be installed in 
the Roof Garden. The Convention will 
assemble on Monday, June 1, and the work 
will begin next morning and _ continue 





Jos. B. McCall 
President, National Electric Light Association. 


until Friday morning, June 5. The full 
program appears on page 123. 

In many ways, this thirty-seventh N. E. 
L. A. Convention will be a_ particularly 
profitable one to the central station com- 





that the attendance will be large, and year 
after year, we find a greater number of 
commercial men becoming active in Con- 
vention work. In the past, one of the 
greatest difficulties at all sessions has been 
to reduce the amount of time required for 
the presentation of papers, and to draw 
out a greater volume of free discussion. 
This year’s program it is believed, will show 
a long stride forward in this regard. 

Four commercial sessions will be held, and 
at each session but two papers will be 
presented. These papers will be reports of 
committees to whom have been given the 
task of reporting on one definite vital issue. 
In order to conserve the time of the meeting, 
no attempt will be made to read reports 
before the session. Each paper will be 
presented in abstract, and extensive pro- 
vision has been made for leaders of dis- 
cussion who will come prepared to develop 
the free interchange of ideas which all are 
agreed, offers the greatest opportunity for 
actual benefit to those present. 

These committee reports as scheduled 
will be presented as follows— 


Tuesday Afternoon. 


Report of Committee on Publications. 
Report of Committee on Education. 


Wednesday Morning. 
Report of Committee on Rate Research. 
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Map of Philadelphia, Showing location of hotels. Convention headquarters marked by the star 
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Thursday Morning. 


Report of Committee on Non-Peak and High- 
Load-Factor Business. 

Report of Committee on Interurban Lighting of 
Highways. 


Thursday Afternoon. 
Report of Committee on Wiring of Existing 
Buildings. 
Report of Committee on Electrical Merchan- 
dising and Advertising. 


It is apparent that with the prompting 
of these reports and the supporting influence 
of the leaders of discussion, the commercial 
sessions will cover broadly the full scope 
of central station commercialism. The 
abstracting of the reports in presentation, 
will leave the bigger part of each session free 
for unhurried discussion and debate. It is 
confidently believed that this opportunity 
will draw out a wealth of invaluable testi- 
mony. 

And behind these reports and this discus- 
sion will stand the supporting usefulness 
and strength of that great accomplish- 
ment of the year, the new Electrical Sales- 
man’s Handbook. Every central station 
salesman and salesmanager may feel now 
that he has made long steps toward the 
acquisition of that full kit of selling tools 
that has been sO wanting in the industries 
since the inception of commercial work. 
The distribution of the handbook to all 
members of the Commercial Section will 
have been accomplished before the travel 
starts for Philadelphia. It will be a source 
of very great encouragement to all to know 
that this year, the convention reports, 
discussion, ideas and impressions will be 
sustained in usefulness by such a practical 
working equipment. 

Everything points to a thoroughly pro- 
fitable and enjoyable Convention. The 
convenient housing of the Convention in 
the same building with a large proportion 
of the guests, will tend to hold the crowd 
together and promote the social opportunity. 
The location of the other hotels is also ex- 
ceedingly favorable and the Convention 
this time should be far more of a family 
party, than has been possible for many 
years. And Philadelphia too, is a goodly 
city to gather in, with its wealth of historic 
associations, its close identification with the 
development of the science of electricity, 
and its many natural interests and beauties. 
The thirty-seventh convention of — the 
National Electric Light Association promises 
a good time and gainful one. 


The Convention Trains 

The N. E. L. A. Transportation Com- 
mittee has announced four Special Conven- 
tion Trains which will carry guests and 
members to Philadelphia. It was decided, 
in view of the excellent train service which 
exists between Philadelphia and New York, 
and the short time required to make the 
trip, that no special trains would be arranged 
for from New York City. The same 
conditions prevail as regards the traffic 
from New England, New York State and 
Pennsylvania points. The following regular 
specials have been organized, however, and 
widely advertised. 

Green Special. A special train will leave 
Chicago over the Pennsylvania Lines at 
3 o'clock p. m. Sunday, May 31, from the 
Union Station, stopping at Fort Wayne at 
6:30 p. m., reaching the picturesque Horse 


Shoe Curve at 6:30 a. m., June 1, and 
arriving at Broad Street Station, Phila- 
delphia, at 12 o’clock noon that day. This 


train will be a direct counterpart of the 
Broadway Limited, and will be in direct 


(Continued on page 142) 
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The Electrical Salesman’s Handbook 


The Most Important and Far-Reaching Achievement o 


cial man will long remember 
the work of this Commercial 
Section administration, for 
the gift of the new Electrical 
Salesman’s Handbook. It 
will be a prized possession for 
many years. This new hand- 
book supersedes the old Electrical Solicitor’ s 
Handbook and the Commercial Section Digest 
sheets, combining the good qualities and 
contents of both in a new form that will be 
welcomed by every electrical salesman. 

The new Handbook has been well planned 








The desk filing CASE for the Electrical Sale sman’s 
Handbook Sheets 


for both the day’s work and the future, 
and the initial installments have been dis- 
tributed in loose leaf form, to all members 
of the Commercial Section, with a leather 
binder and a desk filing case provided. In 
general, the plan of this new Handbook 
comprises: first, a preliminary — section 
relating to the salesman and his work; and 
second, a_ series of sections specifically 
devoted to illumination, electric power, 
electric heating and electric vehicles. Each 
of these classified sections embraces funda- 
mental facts and general information on 
the topic, leading up to appliance and 
installation data sheets. This plan has 
been adopted to make the new Handbook 
as flexible and as workable as_ possible, 
and not only for today but permanently so. 
Instead of being a completed book, as in the 
case of the first handbook, it has now been 
issued as the basis and original installment 
of an adequate salesman’s unit library to 
be amplified from time to time and as 
frequently as new developments in the 
industry provide new information and 
changed conditions. 

The first issue as completed comprises 
the General Section; the Illumination Sec- 
tion, with data sheets; the Electric Power 
Section, with data sheets; and the Electric 


Vehicle Section, with data sheets. With 
this first installment have gone out the 
leather binders for carrying the sheets 


desired for use in the day’s work, and the 
filing cases for holding the additional sheets 
which are kept on the desk for reference and 
emergency. 

The size of the new Handbook, (4” x 7"), 
the binder and the punching of the sheets 
all conform with the standard specifications 
of the Publication Committee, which have 
been adopted by the N. E. L. A., and many 
of the large manufacturers, thus making it 
possible for the salesman to include such 


manufacturers’ data as is deemed desirable, 
as an integral part of the Handbook. The 
size of the Commercial Digest sheets have 
also been changed to 4” x 7”, and the most 
important ones reprinted so that they may 


be embodied in the Handbook, of which 
they will form an exceedingly valuable 
part. 


No one who has not personally undertaken 
such a work of composition and compila- 
tion, can appreciate the magnitude of the 
task represented by this new Electrical 
Salesman’s Handbook. Literally many 
thousands of dollars have been spent by the 
Commercial Section in its production, but 
this is but a minor item compared with the 
time and effort that has been freely con- 
tributed by central station men who have 
cooperated with the editors from all parts of 
the country. Particular pains has been 
taken in this Handbook to eliminate all 
verbose dissertations on the psychology of 
salesmanship, or to branch off into any 
fields not helpfully within the scope of a 
work-a-day manual. At the same time, the 
General Section the elements 
essential knowledge so amply that it will 
serve as a very competent source of educa- 
tion for the new salesman. And as the man 
becomes more proficient, the Handbook 
provides, through its data sheets, such 
fruits of practical experience from all the 
field, will make him a master of his 
opportunity. 

To provide such a combination of elemen- 
tary education and ammunition for the 
firing line, has necessitated practically the 
re-writing of the entire work. It is a 
generous gift’ of that places the 
central station industry under a heavy debt 


covers of 


as 


service 





———— 





of gratitude to Commercial Section Chair- 
man T. I. Jones, and the men of his adminis- 
tration who are personally responsible for 
this achievement. 

Section 1 of the New Electrical Sales- 
man’s Handbook simply lists the department 
and paragraph heads, but it serves to con- 
vey some idea of the scope and character of 
the work. This section covers 38 pages of 
the Handbook with illustrations. 


“Do It Electrically’ Sign at Warren 


The Trumbull Public Service Company 
at Warren, Ohio, has recently 
“Do It Electrically” 
office. It is a vertical 
the building, operating on a flasher. The 
building in which the Company’s new 
office appears, has been called the Electric 
Block, and an sign, 4+ ft 
reading Electric has 
on the rood. 


erected a 
front of its 
the height of 


sign in 


sign, 


electric 


Block, 


letters, 
installed 


' 
peen 
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The Convention Exhibition 


The Exhibition Committee has made 
provisions for what is expected to be one 
of the most interesting and _ profitable 
exhibitions by the N. E. L. A. Class D 
members that any convention has ever seen. 
The entire Roof Garden of the Bellevue- 
Stratford Hotel has been given over for the 
exhibition and has been laid out in booths 
as shown on the accompanying diagram. 
And the Roof Garden lends itself most 
effectively to the purpose and the scene 
will be one of great beauty. Ample elevator 
facilities will give convenient access to the 
exhibition, and it is believed that this 
arrangement will be distinctively advan- 
tageous to all. The gathering places of the 
Convention will naturally be on the ground 
floor. The meeting rooms and the offices of 


187" FLSSR 


ELECTRICAL MERCHANDISE 









Wash.; Joseph D. Israel, Philadelphia, Pa.; T. I. 
Jones, Brooklyn, N. Y.; C. A. Littlefield, New York, 
N. Y.; E. W. Lloyd, Chicago, Ill.; E. McCleary, 
Detroit, Mich.; H. N. McConnell, New York, N. Y.; 

C. McQuiston, E. Pittsburgh, Pa.; F. B. Rae, Jr., 
New Philadelphia, O.; W. E. Robertson, Buffalo, 
Y. Y.; L. R. Wallis, Boston, Mass. 


Finance Committee 


E. L. Callahan, Chairman, Chicago, IIL; 
Burnett, Vice-Chairman, Baltimore, 
Gale, Schenectady, N. Y.; 
Pittsburgh, Pa. 


Douglass 
Ma.; FF: Es. 
J. C. McQuiston, E. 


Publication Committee 


Douglass Burnett, Chairman, Baltimore, Md.; 
E. A. Edkins, Vice-Chairman, Chicago, Ill.; J. F. 
Becker, New York, N. Y.; F. H. Gale, Schenectady, 
N. Y.; L. D. Gibbs, Boston, Mass.; H. L. Hamilton, 
Baltimore, Ma:; D. Hi. Howard, Chicago, IIl.; 
P. H. Kemble, Cincinnati, Os 3. McConnell, 
New York, N. Y.; H. K. Mohr, Philadelphia, Pa. 
M. S. Seelman, Brooklyn, Nex. 


BELLEVUE STRATRRD HoTeL 
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Plan of the exhibition booths on the Bellevue-Stratford roof garden. 


the Secretary, Committees, and Registra- 
tion Bureau will be located on the Ballroom 
Floor. The exhibition will be free from 
the crowding and diversion unavoidable, 
where the meeting rooms open off the 
exhibition halls. It will be possible to do 
full justice to the opportunities afforded 
by such a display of exhibits. 


The Commercial Section Personnel 


The Men Who Have Done the 
Work This Year 


Section Officers 
T. I. Jones, Chairman......... 
E. L. Callahan, Vice-Chairman Aye 
Douglass Burnett, Vice-Chairman . . 
J. F. Becker, Secretary. . . 
Miss G. Burkhalter, 


. Brooklyn N. Y 
. Chicago, Ill. 
Baltimore, Md. 

... New York, N. Y. 
Asst. Secretary New York, N. Y. 


Executive Committee 
Joseph F. Becker, New York, N. Y.; N. H. Boyn- 
ton, Cleveland, O.; Douglass Burnett, Baltimore, 
Md.; E. L. Callahan, Chicago, Ill.; W. R. Collier, 
Atlanta, Ga.; F. H. Gale, Schenectady, N. Y.; 
D. L. Gaskill, Greenfield, Ohio; H. J. Gille, Seattle, 


Salesman’s Handbook Committee 


Charles J. Russell, Chairman, Philadelphia, Pa.; 
S. E. Doane, Cleveland, O.; G. H. Jones, Chicago, 
Ill.; Norman Macbeth, New York, N. Y.; M. S. 
Seelman, Brooklyn, N. Y.; C. H. Stevens, Brooklyn, 
N. Y.; G. H. Stickney, Harrison, N. J. 


Membership Committee 


J. F. Becker, Chairman, New York, N. Y.; D. L. 
Gaskill, Greenfield, O., Vice-Chairman; F. D. Beards- 
lee, St. Louis, Mo.;S. A. Chase, Pittsburgh, Pa.; J. R. 
Crouse, Cleveland, O.; W. R. Collier, Atlanta, Ga.; 
W. A. Donkin, Pittsburgh, Pa.; H. J. Gille, Seattle, 
Wash.; Oliver R. Hogue, Chicago, Ill.; P. H. Kemble, 
arg O.; S. M. Kennedy, Los Angeles, Cal.; 

. A. Littlefield, New York, N. Y.; F. D. Pemble- 
a Newark, N. J.; M. C. Rypinski, New York, 


Mes Stannard, Denver, Colo.; L. R. 
Wallis, Boston, Mass.; S. V. Walton, San Francisco, 
Cal.; H. S. Wells, Portland, Oreg.; George Williams, 


New York, N. Y. 


Committee on Wiring of Existing Buildings 


R. S. Hale, Chairman, Boston, Mass.; S. E. 
Doane, Vice-Chairman, Cleveland, O.; W. A. Don- 
a, Pittsburgh, Pa.; W. P. > he Chicago, IIL; 

E. Robertson, rm Md.; C. Rypinski, 
New York, N. Y.; M. * sal ‘Carden, 0.; 
George Weiderman, mecintine iN. x. 
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Electrical Merchandising and Advertising 

Parker H. Kemble, Chairman, yg O. 
L. D. Gibbs, Vice-Chairman, Boston, Mass.; H 
Gale, Schenectady, N. Y.; Wm. Gould, New You: 
N. Y.; W. H. Hodge, Chicago, Ill.; M. O. Del! 
Plain, ‘Syracuse, N. -¥.3: Gee. BD. Johnson, Chicago 
Ill.; H. K. Mohr, Philadelphia, Pa.; S. L. Nicholson, 
Pittsburgh, Pa.; F. B. Rae, Jr., New Philadelphia 
O.; W. G. Stetson, Boston, Mass.; W. H. McIntyre 
Ottawa, Ont. 


Committee on Education 

F. C. Henderschott, Chairman, New York, N. Y.; 
Fred R. Jenkins, Vice-Chairman, Chicago, IIl.; 
R. H. Ballard, Los Angeles, Cal.; J. A. Britton, 
San Francisco, Cal.; C. A. S. Howlett, Schenectady, 
N. Y.; A. Larney, New York, N. Y.; H. D. Shute, 
Pittsburgh, Pa.; Glenn C. Webster, Conneaut, O.; 
F. S. Balyeat, East Pittsburg, Pa. 


Committee on Interurban Lighting of Highways 

George B. Tripp, Chairman, Harrisburg, Pa.; 
C. G. M. Thomas, Vice-Chairman, Long Island 
City, N. Y.; H. J. Gille, Seattle, Wash.; M. E. 
Turner, Cleveland, O.; C. N. Stannard, Denver, 
Colo.; E. S. Marlow, Washington, D. C.; R. S. 
Wallace, Rochester, N. Y.; P. S. Young, Newark, 
N. J.; W. H. Lott; S. M. Kennedy, Los Angeles, 
Cal.; N. RB. Birge, Schenectady, N. Y.; Willis 
Maclachlan, Toronto, Ont. 


Committee on Non-Peak and High-Load 
Factor Business 

George H. Jones, Chairman, Chicago, Ill.; John C. 
Meyer, Vice-Chairman, a Pa.: F. D. 
Beardslee, St. Louis, Mo.; E. ae Detroit, 
Mich.; C. A. Greenidge, New York 1 i Fe Sa 
Nichols, New York, N. Y.; R. L. Melellan. Chicago, 
Ill.; Jno. C. Parker, Rochester, N. Y.; A. C. Smith, 
Kansas City, Mo.; C. H. Stevens, Brooklyn, Ie 3 
Geo. N. Tidd, New York, N. Y.; BR. H. Tillman, 
Baltimore, Md. 


Committee on Commercial Lamp Practice 
(Section of Lamp Committee) 

Joseph D. Israel, Chairman, Philadelphia, Pa.; 
C. W. Bender, Cleveland, O.; B. F. Fisher, Bloom- 
field, N. J.; O. R. Hogue, Chicago, IIl.; C. L. Law, 
New York, N. Y.; G. C. Osborne, Harrison, N. J.; 
G. M. Sanborn, Indianapolis, Ind.; L. R. Wallis, 
Boston, Mass.; L. A. Coleman, New York, N. Y. 


Convention Hotel Schedule 

A Hotel Circular has been issued from the 
Secretary’s office, listing 23 Philadelphia 
hotels, as ‘conveniently located for the 
accommodation of members and ‘guests 
attending the N. E. L. A. Convention. The 
location of these hotels is indicated by 
number, on the accompanying map of 


Philadelphia. The list is as follows: 
* BELLEVUE- 13 MAJESTIC 
STRATFORD Broad and Girard 
Broad and Walnut Ave. 
2 ADELPHIA 14 RITTENHOUSE 
13th and Chestnut 22d and Chestnut 
8 ALDINE 15 RITZ-CARLTON 
19th and Chestnut Broad and Walnut 
4 BELGRAVIA 16 ST. JAMES 
1811 Chestnut 13th and Walnut 
5 BINGHAM 17 STENTON 
11th and Market Broad and Spruce 
6 CLINTON 18 TRACY 
10th and Clinton 36th and Chestnut 
7 COLONNADE 19 VENDIG 


15th and Chestnut 13th and Filbert 


8 CONTINENTAL 20 WALTON 
9th and Chestnut Broad and Locust 


9 DOONER’S (ForMen) 21 WINDSOR 

23S. 10th 1217 Filbert 
10 GREEN’S 22 COVINGTON 

8th and Chestnut 37th and Chestnut 
11 HANOVER 23 LORRAINE 

12th and Arch Broad and Fairm’t 
12 LORRAINE 24 NORMANDIE 


Broad and Fairmount 36th and Chestnut 


The position of the Hotel Bellevue- 
Stratford, the Convention headquarters, 
is shown on the map by a star. 

This list of hotels offers a wide range of 
character and price, and comfortable assur- 
ance that the maximum crowd will still be 
well cared for. Rates on the “American 
Plan” can be secured at Numbers 3, 4, 6, 12, 
14, 18, 22 and 23. 
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THE CONVENTION PROGRAM 


National Electric Light 
Association 


PHILADELPHIA, JUNE 1-5 


General, Executive, Technical, Commercial, Accounting, 
Hydro-Electric and Public Sessions 


TUESDAY, 10:00 A. M. 

First General Session 

1—Welcome to the City; 2—Address of President McCall; 3— 
Announcements; 4—Report of Committee on Organization of the 
Industry—H. H. Scott; 5—Report of Secretary—T. C. Martin; 
6—Report of Insurance Expert—W. H. Blood, Jr.; 7—Report of 
Committee on Progress—T. C. Martin; 8—Report on Question Bor— 
S. A. Sewall; 9—Paper: Safety First—Paul Lupke. 


TUESDAY, 2:30 P. M. 
First Technical Session 


1—Report of Committee on Meters—P. H. Bartlett; 2—Report 
of Committee on Grounding Secondaries—W. H. Blood, Jr.; 3— 
Report of Committee on Electric Measures—A. E. Kennelly; 4— 
Address: Electric Vehicle—C. P. Steinmetz. 


TUESDAY, 2:30 P. M. 


First Accounting Session 

1—Address of the Chairman of the Section—H. M. Edwards; 
2—Report of Library Committee—C. L. Campbell; 3—Report of 
Question Box Committee—E. C. Scobell; 4—Paper: Cost and Statis- 
tics—Thos. J. Walsh. 


TUESDAY, 2:30 P. M. 


First Commercial Section 

1—Address of the Chairman of Section—T. I. Jones; 2—Report 
of Finance Committee—E. L. Callahan; 3—Report of Membership 
Committee—J. F. Becker; 4—Report of Publications Committee— 
Douglass Burnett; 5—Report of Committee on Education—F. C. 
Henderschott. 


WEDNESDAY, 10 A. M. 


Second Technical Session 


1—Report of Committee on Electrical Apparatus—L. L. Elden; 
2—Paper: Temperature and Its Relation to the Limiting Capacity 
of Electrical Apparatus—F. D. Newbury; 3—Report of Committee 
on Underground Construction—P. Torchio; 4—Report of Com- 
mittee on Overhead Line Construction—Thomas Sproule. 


WEDNESDAY, 10 A. M. 


Second Accounting Session 


1—Report of Committee on Uniform System of Accounts— 
J. L. Bailey; 2—Address: Appraisals—D. C. Jackson; 3—Paper: 
Variation in Public Service System of Accounting—E. C. Scobell. 


WEDNESDAY, 10 A. M. 


Second Commercial Session 


1—Report of Committee on Rate Research—E. W. Loyd.; 2— 
Address, Prof. J.C. Jackson; 3—Report of Lamp Committee—F. W. 
Smith. 


WEDNESDAY, 8 P. M. 


Second General and Executive Session 

1—Action on Report of Public Policy Committee—Arthur 
Williams; 2—Presentation of Proposed Constitutional Amend- 
ments—F. W. Frueauff; 3—Report of Treasurer—W. F. Wells; 
4—Election of Nominating Committee; 5—Appointment of Com- 
mittee on Resolutions; 6—Music. 


WEDNESDAY, 8:45 P. M. 
Public Policy Session 


1—Reading of Report of Public Policy Committee; 2—Address, 
Samuel Insull; 3—Music. 


THURSDAY, 10:00 A. M. 


First Hydro-Electric Session 

1—Chairman’s Address—W. W. Freeman; 2—Report of Com- 
mittee on Hydro-Progress—T. C. Martin; 3—The Nature of Elec- 
trical Disturbances in Transmission Work—D. B. Rushmore; 4- 
Report of Committee on Distributing Lines—P. M. Downing; 5 
Permanent Methods of Measuring Water in Water Power Plants- 
D. W. Mead; 6—Paper: Water Power Plant Economics—O. B. 
Coldwell. 


THURSDAY, 10:00 A. M. 


Third Accounting Session 

1—Paper: Accounting for Merchandise Sold—H. B., Lohmeyer; 
2—Paper: Suspense Accounts—Fred Schmitt; 3—Paper: Mechanical 
Auditing and Tabulating Systems (a), In Connection with Disburse- 
ment Accounts—F. A. Birch; (b), As Applied to Inventory of Trans- 
mission and Distribution Systems—G. L. Knight and C. V. Woolsey; 
4—Accounting for Coal Consumed—A. L. Holme. 


THURSDAY, 10:00 A. M. 


Third Commercial Session 

1—Report of Committee on Non-Peak and High-Load Factor 
Business—G. H. Jones; 2—Report of Committee on Interurban 
Lighting Highways—G. B. Tripp. 


THURSDAY, 2:30 P. M. 


Third Technical and Hydro-Electric Sessions 

1—Report of Committee on Prime Movers: (a), Steam—I. E. 
Moultrop; (b), Hydraulic—J. E. Vaughan; 2—Selection of Hydraulic 
Turbines—Charles V. Seastone; 3—Report of Committee on Street 
Lighting—J. W. Lieb, Jr.; 4—Report of Committee on Accident 
Prevention—M. J. Insull. 


THURSDAY, 2:30 P. M. 


Fourth Commercial Session 

1—Report of Committee on Wiring of Existing Buildings—R. S. 
Hale; 2—Report of Committee on Electrical Merchandising and 
Advertising—Parker H. Kemble; 3—Report of Nomination Com- 
mittee; 4—Election of Officers. 


FRIDAY, 10 A. M. 


Third General Session 

1—Report of Committee on Award of Doherty Medal; 2— 
Symposium: Relations with Geographical Branches of the N. E. L. A.; 
3—Address: Plans for Electrical Development—J. M. Wakeman; 4 
Report of Committee on Memorials—T. C. Martin; 5—Report of 
Committee on Constitutional Amendments—F. W. Frueauff; 6 
Vote on Constitutional Amendments; 7—Report of Committee on 
Resolutions; 8—Report of Nominating Committee; 9—Election of 
Officers; 10——Adjournment. 
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Mr. Central Station Manager: 


The cost of generating an additional 83 KWH. per 


year, during OFF-PEAK hours, is almost 
negligible. 


But the revenue, at lighting rates, runs up into - 
dollars. 


You'd be willing to pay something to get that 
revenue. 


But you don’t have to. 
It not only costs you nothing. 
But you can make money getting it. 


And not just on 83 KWH., but on many multiples 
of it. 


How ? 


Put #ofoint lrons on your lines. 


The 83 KWH. each one adds to your annual day- 
load is nearly all profit. 


And you make a profit on each Iron. 
That means two profits. 

Make them. 

Others have. 


The Southern California Edison Company did. 
And added over a MILLION KWH. to its day-load 


in one year. 
Yes, in Irons alone. 


A large number of other #ofoinl Appliances were 
sold. 


Every Fofioint. Appliance isa DAY-LOAD BUILDER. 
See opposite page. | 
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The good-will of customers is an important asset. Large amounts of money have been 
spent by lighting companies in efforts to obtain or regain it. 


e Hotfioink lron 


is a good-will builder as well as a day-load builder 


It builds good-will because it gives satisfaction, and it gives satisfaction because it possesses 
the features essential to thorough satisfaction in practical use. We are the originators of all these 
features. 

Ten years ago we originated and applied certain basic principles to the Hotpoint Iron; nota- 
bly these important improvements : 


Hot Point—Attached Stand—Removable Plug—Guarantee 


Year by year these have been refined, but are still retained, as here shown. 


) (il: NG 


Base your day-load building operations on the Iron that has set the standard for 10 years: 
the first with the hot point, first with the attached stand, first with the flat type of Heating 
Element, first with switch-plug heat control, first with any guarantee at all, first with a ten-year 
guarantee, the best always. A leader—not an imitator. 











Besides the Iron | The 'fofoint Day-Load Bureau 


the Hotpoint line comprises many other appliances, prac- | 

tically all of the lamp-socket type, yielding revenue at | 

lighting rates, and principally during off-peak hours. : especially for vour benefit Its sole purpose is to “assist 
Everyone of these is practical in use, low enough in | — 

watlage so it is frequently used, and popularly priced. | 

And that the same cord is interchangeable among most of || Departments. 

them is important. | To enumerate the various ways in which this Bureau 


. _ | is prepared to help you is out of the question. 
Spotpoink. Advertising Suffice it to say here that it can show you how to 


duplicate the success of the Southern California Edison 


This Bureau is maintained at Ontario, Cadifornia, 


Central Stations in establishing and conducting Appliance 


is as unique, different and effective as the appliances. 

All these features work together to your benefit. 
They make it the best-known, most desired, easiest to 
buy, and hence the easiest sold line on the market. 


Company, and many others, and make the Appliance 
Department a paying undertaking entirely in addition to 





the profit derived from the resulting increased load. 


Hotpoint Electric Heating Company 


Ontario, Cal. (Day-Load Bureau) 


Ca Hotpoint . New York Chicago London 
Electric eating Co., Limited 46 West St. 1001 Washington Blvd. 59 New Oxford St 
365 Cordova St. 25 Brant St. 


Vancouver Toronto 























A Ten Years’ Record of Appliance Sales 


How the Southern California Edison Company Has Sold Flatirons to Ninety-five Per Cent of the 
Homes It Serves and Still Sells Flatirons 


By Cruse Carrie. 


[Five years from now, perhaps, there will be plenty of comparative figures covering ten years’ activities in central station selling; but today they are 


seldom seen. 


That, in itself, makes this story of Mr. Carriel’s particularly interesting. There is a unique situation, however, in the Los Angeles territory 


that has not confronted most companies, through the virtual saturation of the flatiron market and the natural development of a renewal business, due to the 


fact that hundreds of these devices have already been in constant service for ten years and are very properly wearing out. 


on flatirons is worth knowing. 


How this affects the sales figures 


Another point comes out distinctly; that advertising without the consistent support of personal selling will not avail; that efficient publicity is essential as 


an advance agent for the salesman; that constant, unremitting pressure is what pays best. 


Read this record of the Far West and if you can add further experi- 


ence from your own past years, and shed more light on what the future is to bring in this new business of home equipment, send in your story also, for the 


benefit of all.—Editor. | 


$382; BOUT ten years ago, in 1904 
to be exact, E. H. Richard- 
son who is now the secre- 
tary and superintendent 
of the Hotpoint Electric 
Heating Company, brought 
to S. M. Kennedy, general 
agent for the old Edison 

Company, since succeeded by the Southern 
California Edison Company, located at 
Los Angeles, California, a crude, rough 
appearing specimen of an electric iron that 
was being manufactured in a small way at 
Ontario, California. Mr. Kennedy im- 
mediately perceived the revenue producing 
possibilities of such a device but also realized 
the self-imposed limitation of a poor ap- 
pearance in an article intended for general 
distribution to the always skeptical public. 
There were suggestions wherein the iron 
might be improved along this line and Mr. 
Richardson was invited to return when 
such improvements had been made. 

Within a few days he reappeared with an 
iron of such improved appearance that the 
Edison Company immediately placed an 
order for one hundred irons. This was the 
beginning. 


The Ten Years’ Record and Its Worth 


From that time on the old Edison Com- 
pany and its successor, the Southern Cali- 
fornia Edison Company, have made a 
steady, consistent and fruitful effort to 
fatten the residence lines with these every 
day, daylight, load builders, with results 
that can be reckoned as little less than 
wonderful. Starting as they did, pioneers 
in this line of endeavor, neither guided nor 
hampered by precedents, the Company has 
built up a residence day load from nothing 
to the enviable state wherein 95 per cent of 
the resident customers have irons and a 
goodly portion of them are also using other 
lamp socket devices. 

One might well imagine that with 95 per 
cent of the customers using irons this 
represented almost if not complete satura- 
tion, but note that up to the 27th day of 
December, during the year 1913, the Com- 
pany sold thirty-one and a half tons of 
electric irons; which is simply another way 
of saying that they sold 12,177 irons—and 
that, you will undoubtedly concede is, in 
the vernacular, “‘some irons!” In addition 
to these the company disposed of other 
lamp socket devices—toasters, percolators, 
grills, and such—aggregating a total of 
9,259 pieces. 

It has been estimated by the company 
that the load produced by 1,000 irons is 
equal to 33 horsepower constant load, ten 
hours daily, every working day in the year; 
1,500Jother devices being equal to 1,000 
irons. Or, to put it another way, one may 


be quite conservative in the estimate that 
each of these devices pulls at least 500 watts; 
and if such is the case, during the year 1913 
the Southern California Edison Company, 
with practically no addition to operating or 
maintenance expenses added 10,718 kw. 
to the residence day load demand. As 
most of the devices are sold at list, with no 
additional expense, each sale pays also, a 
small profit to the appliance department. 
Of course, it is necessary to make allow- 
ance for a certain number of these devices 
not being in use; but this allowance is 
offset to a considerable extent, by those 
appliances purchased from dealers and 
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S. M. Kennedy 
General Agent, Southern California Edison Co. 
Los Angeles, Cal. 
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brought in from outside points, that are in 
use. The following table of average annual 
consumption is used in estimating the 
income derived from these devices. 


Average Annual 
Consumption in 
kwh. 
Iron 83 
Toaster 60 
Percolator 36 
Grills 30 
Air Heaters 86 
Misc. (300 watts) 18 
In estimating yearly income, multiply average 
consumption by rate per kwh. Multiply this result by 
the number of pieces sold which gives the yearly income. 


The Coming of Renewal Business 


It is to be remembered that the sale of 
these devices develops no theoretical load 
but that the devices are actually in use. 
That explains why the Southern California 
Edison Company was able to sell irons 
during the year just past, to 10 per cent 
of their customers, when already 95 per cent 
of connected houses were equipped. Such 


sales represented renewals of irons worn 
out in service. The appliance sales for. the 
year 1913 did not equal those of 1912 by 
about 2,100 pieces, while 1911 was the 
banner year with 25,481 pieces sold as com- 
pared with 21,436 in 1913. This decrease 
in sales is simply another indication that 
the limit except for renewals is beginning to 
be reached. 

“We have now reached a point,” said 
A. E. Morphy, assistant secretary of the 
Company, “that in figuring on our year’s 
futures in appliance purchases, we take 
particular cognizance of renewals. In other 
words, our sales have so loaded our lines 
with irons, toasters, percolators and all the 
rest, that initial sales to persons who have 
not hitherto owned appliances is beginning 
to be more than overshadowed by the 
renewal sales, that is, appliances purchased 
to replace those worn out in service.” But 
regardless of this fact, the Southern Cal- 
ifornia Edison Company has made and is 
making a world-beating record in the ex- 
ploitation. of electrically heated, lamp- 
socket devices as residence dayload builders. 

And, the question now is—How do they 
do it? 


The Pioneer Sales Policy 


From the first the company has limited 
its sales efforts to those appliances that may 
be used on the regular lighting circuit, 
that is, those not exceeding six amperes 
demand. It has not been its purpose to 
promote the use of the larger devices such 
as ranges and large air heaters, which would 
necessitate separate circuits, meters and 
possibly lower rates for energy. On the 
other hand, while the company does not 
deprecate the return in revenue derived 
from the use of the devices of lower current 
consumption, such as cigar lighters and 
curling irons, nothing: other than to satisfy 
the ordinary demand has been attempted, 
inasmuch as it takes an equal or greater 
amount of time and energy to sell them 
than it does to sell those of greater capacity. 
The same idea holds regarding vacuum 
cleaners and washing machines for as all 
sales of appliances are made under the in- 
stallment plan—one-fourth down and the 
balance in three monthly payments—these 
devices necessitate a comparatively heavy 
investment considering the small return 
in revenue from their use. 

It was found that while there were dealers 
in nearly all the towns served by the com- 
pany who carried at least a sample line 
stock of appliances yet all of them were 
decidedly supine in their attitude toward 
the promotion of the use of these devices. 
Their attitude being, seemingly, an assump- 
tion of the philosophy of Ole Reliable, 
“Here I is Luck, what yu goin’ to do with 
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me?” Under these circumstances, the com- 
pany, now duly appreciative of the value 
of the load that might be taken on, decided 
to undertake the work themselves. The 
object, of course, was to get a great many 
devices on the lines in the shortest time 
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rooms in the various offices backed up by 
vigorous newspaper and direct advertising. 
This idea was given a try-out but did not 
prove satisfactory, as many people never 
visited the offices and apparently could not 
be interested through newspaper or other 





This picture shows 3200 gas, gasoline, coke and sad irons taken in exchange, during a recent electric laundry iron 
campaign. The campaign was conducted by the sales department of the Southern California 
Edison Company and the picture tells its own story of the result. 


possible in order that the revenue derived 
from their use might be realized as soon as 
possible. 

Prior to 1909, efforts were confined 
chiefly to the iron as that was the only de- 
vice, at that time, that fulfilled the re- 
quirements of durability, efficiency and 
consumption specified by the company, 
and the usual, so-called campaign methods 
were used by the company. Irons were 
placed on trial, sold on installments, and 
even loaned for indefinite periods with 
fairly satisfactory results despite the fact 
that this “something for nothing” idea 
and ramming irons down people’s throats, 
could not help but create a latent suspicion 
as to the motive. And suspicion, latent or 
otherwise, is hardly an asset to any business 
enterprise. The people found, however, 
that even though an electric iron did require 
a little more than air for its operation, it 
was, nevertheless, a decided adjunct to 
household economy. 


The Loaning of Ten Thousand Irons 


In 1906, after three or four thousand irons 
had been placed in service and the com- 
pany realized the value of the device as a 
load builder, the board of directors author- 
ized an indefinite loan of ten thousand irons 
to such customers as would agree to use them 
and be responsible for them to the extent 
of the sales price, four dollars. Eighteen 
months later it was made optional with 
these ten thousand customers to either 
return the irons or purchase them at half 
the regular sales price. The result was 
that at least 95 per cent of the customers 
took advantage of the purchase offer, a 
large part of the 5 per cent loss being due to 
removal. And so the seed was sown. 

In 1909 it was decided to eliminate these 
campaign methods which, at the best, pro- 
gressed only by fits and starts, and to make 
the appliance sales promotion department 
just as much an integral part of the company 
organization and on the same basis as the 
departments selling energy for domestic 
or industrial purposes. It was first thought 
that the best way to accomplish this would 
be through the establishment of display 


advertising matter exclusively. But one 
other means of interesting the people re- 
mained, and that was to actually go out 
personally and tell them about these de- 
vices. So in 1910 the appliance department 
was organized on a field service basis and the 
same organization has been continued 
since that time. 


The Present Selling System 


Under the present organization, this 
department consists of a Chief Appliance 
Salesman and from twelve to fifteen sales- 
men. One or two salesmen are assigned 
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salesman to make from a hundred to a hun- 
dred and fifty dollars per month and it is 
necessary to pay this amount in order to 
attract the class of men desired as salesmen. 
Women are not employed on this work. 

The method of procedure is somewhat as 
follows: Under ordinary circumstances, the 
entire selling force confine their activities 
to one device at a time. The missionary 
work is accomplished by means of mail 
pieces in the larger communities and by 
newspaper advertising in the less densely 
settled communities. This advertising is 
so timed as to reach the customer about 
ten days ahead of the salesman. A regular 
house to house canvass is maintained and 
records :are kept showing the appliances 
in use in each house served by the company. 
Of course, this record also shows those de- 
vices that are not in use, so that it is not 
necessary for a salesman to lose time at- 
tempting to sell a customer a device of 
which she is already possessed. 


Cashing in Old Appliances 


The method outlined above has been 
successively used with irons, toasters, perco- 
lators, grills and toaster-stoves with results 
that are eminently satisfactory. The com- 
pany also made a proposition to accept old 
sad irons to apply on the purchase of a new 
electric iron with a result that is best shown 
in the picture accompanying this article. 
Something over 3,200 old irons are shown in 
this photograph and this was not all of them 
by any manner of means. In fact, so satis- 
factory was the use of this artifice, in the 
case of the irons, that the same idea was 
employed with percolators, the company 
accepting any old coffee pot, gas percolator 
or other coffee container (except, perhaps, 
a tin can) at the value of one dollar to apply 
on the purchase of an electric percolator. 
The result was little less than astonishing. 
The latest is a combination offer of a toaster 
and a percolator that affords a saving of 
four dollars on the regular sales price. 

The company’s preference, as summed up 
by Mr. Fletcher, Chief Appliance Salesman, 


Household Electrical Appliances Sold During Week Ending 1914 
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Appliance Sales Collections Week Ending 1914 





DISTRICT Sales for Week 


Balance Outstanding Collected 





Los Angeles 
Santa Barbara 
Monrovia 
Santa Ana 
Pasadena 
Redlands 

San Pedro 
Whittier 
Long Beach 
Santa Monica 
Venice 
Pomona 
Redondo 
Fernando 











Total 











The record sheet used by the Southern California Edison Company in analysing 
the sales returns from all districts. 


to the outside districts under the agent in 
charge of that district while the balance 
are employed in Los Angeles which is the 
center of population of the territory served 
by the company. These salesmen are paid 
a salary of from twenty-five to thirty-five 
dollars per month and a set commission 
on the sale of each device, that is approxi- 
mately 20 per cent of the selling price. 
This arrangement allows a reasonably good 


is for special sales with a substantial cut in 
the price, either as an actual cash saving 
or by means of some special allowance. 
Then, as it has been demonstrated that ad- 
vertising alone is not sufficient to bring the 
public actually to the buying point, take 
the little special proposition under one arm 
and go out backed by the advance publicity 
and get the orders. The figures given at the 
beginning of this article seem to prove the 
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Valentine Slogan Sign in Elyria, Ohio. (36 ft. x 50 ft.) Richly jeweled 
border in Bulgarian. colors and wired for “scintillating” (sparkling) 
effect. Five colors-—Opal, Red, Green, Amber and White. 


A Sign Boom Follows 


the installation of every Slogan Sign. 


The Booster Celebration that attends 
the Sign Presentation sets everybody 
talking Electric Signs. 


Valentine and the Central Station 
follow with a Whirlwind Campaign and 
sell the Individual Merchants, new and 
bigger signs. 


In Toledo, 7 one week alone, the 
follow-up sales totaled over $7,000, all 
new business, fattening the sign load. 


ATLANTIC GITY : ‘will co-operate wif 
AMERICAS PLAYGROUND. Tees Slogan Campaizns} 


ATLANTIC CITY ELECTRIC CO. 





Valentine Slogan Sign in Atlantic City. (50 ft. x 135 ft.) 
moving effect. Four colors—Red, Amber, White and Green. 
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Valentine Slogan Sign in Toledo, Ohio. (68 ft. x 78 ft.) A triple’overlfy— 
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Electric Sign Co. 
: Valentine Slogan Sign in St. Joseph, Mo. (50 ft. » 56 ft.) A beautiful jewel and festoon 
—ANntic Ity, N, - border that flashes. Four colors—Green, Red, White and Amber. 


TINE BUILDS 3 
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J, = 
e Slogan Sign as an institution. He Crowns Them = 
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‘Y, N. J. [BRISTOL, TENN. = 
Every City Needs One: © 

A Slogan Sign advertises the City and a 
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Don’t think that your conditions = 
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efficacy of this idea as a load builder, and 
that, of course, is the prime reason for the 
sale of electrically heated devices by the 
central station. 


The New Policy Toward Adve rtising 


Like every privately owned public utilities 
corporation the Southern California Edison 
Company finds it necessary to carry a cer- 
tain amount of advertising in the local 
papers in the territory they serve. This 
is not meant as salve but is simply a busi- 
ness arrangement as in most instances the 
lighting company is the largest enterprise 
in a neighborhood and it is generally felt 
that they should do something toward the 
maintenance of the local news-sheet. In 
the case of the Edison Company, these local 
papers cove! erritory comprising fifty-six 
cities, tov ind intervening rural com- 
muniti S 

Until four vears ago, this advertising con- 
sisted of one and two inch, double column 

irds, the copy for which was furnished by 

local offices of the company and changed 
only when the whim struck someone. Natu- 
rally, no results were traceable to this 
quality of general publicity, which may, 


Nothing oye 
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this time the advertising department of the 
company was placed in charge of Charles 


H. Peirson and then started what might be 


Peak Load Date of 


System 
Niagara Falls Power Co. 
“Commonwealth Edison Co, . 
New York Edison Co. 


in KW. 
. 133,800 
. 271,000 
. 225,902 





Philadelphia Electric ....... 76,133 
Boston Edison Co. 63,131 
Brooklyn Edison 48,400 
Pacific Gas & Electric icc EDOT1 
Southern California Edison Co....... 54,730 
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drawing, all electrotyped and sent out solid 
to each of the papers. 
At first the country papers were loth to 


Yearly Yrly. Load 
Output Factor 
in Kw-hr. per cent. 

8 


e 


Peak load 
8 


Dec. 949,886,570 1 
Dec. 15 950,000,000 42-43 

Dec. 23 685,947,000 34.7 

Dec. 11 229,529,589 34.4 

Dec. 16 179,990,611 32.5 

Dec. 23 139,737,007 33 

Oct. 10 618,715,118 58.9 ~~ 
July 15 280,923,108 59.8 gba 


_ It will be noted from the above that of the eight companies men- 
tioned the Southern California Edison Company stands seventh in 
the amount of peak load, fifth in the amount of yearly output in 


kilowatt hours, and seeond in regard 


An interesting comparison of peak loads and load factors. 
inconsiderable degree to the extensive use of 


to load factor. 


Mr. Kennedy states that the high load factor is due in no 
lamp socket devices. In this connection, 


note also the date of the peak load. 


called the policy of accumulative advertising. 
This consisted in paying the same amount 
to each paper each month for the space that 
had hitherto been utilized in the paper but 
not using this until such time as there was 
available sufficient space to make a good 
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One of the folders used in the Christmas selling. 


perhaps, be used in promoting the con- 
sumption of certain Pink Pills for Pale 
People, but will hardly convince the “Tired 
Housewife” (note the corruption from 
“Tired Business Man’’), of her need of a 
“Hot Iron and a Cool Handle.” About 


spread. This meant two or three cam- 
paigns per year with half page copy, or 
better. Copy is prepared, preferably with 
camera illustration, which has the two 
estimable qualities of cheapness and, ordi- 
narily, better perspective than a wash 


give up their regular cards but they were 
soon brought to see that the running of full 
or half page, well illustrated, professional 
copy, not only added a certain tone or class 
to the paper, but gave an opportunity to 
run an additional page occasionally—so 
every one is happy! This new advertising 
policy was first tried out in a campaign 
for the promotion of the use of porch lights. 
The returns were so satisfactory that the 
use of big copy has been continued. 

In the appliance game, newspaper ad- 
vertising is used to break the ground for the 
salesman, the campaign on any given article 
starting about ten days in advance of his 
-all, in an attempt to standardize, so far as 
is possible, the views of possible buyers. 
In the larger communities attractively 
prepared mail pieces are used and seem to 
get their message over with a punch. The 
advertising and appliance departments work 
“hand in glove,” to use a hackneyed ex- 
pression, and no little credit is due the ad- 
vertising department when considering those 
elements that have contributed to the suc- 
cess of the company in promoting the use of 
electrically heated devices. 


The Basic ‘‘Man Element’ 


But the primal idea, the basic conception 
on which has been founded the success of 
this company in the distribution of appli- 
ances, is the Man Element. The entire 
work has hinged on personal solicitation 
almost to the exclusion of any other means 
except the assistance of preliminary ad- 
vertising. The company has not found it 
advisable to attempt the scientific training 
of appliance salesmen, depending more on 
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@Here is a chance to buy two of the best electric 
cooking and labor-saving devices at unprecedented 
prices. This year’s annual combination sale con- 
sists of a $6°° electric percolator (El Perco) and a 
$40 electric toaster (El Tosto), both of which have 
become standard household utensils, at the combi- 
nation price of $62°. On the combination this saves 
you *4° If you prefer to buy these singly, the 
price of the percolator (El Perco) during the combi- 
nation sale will be *42° instead of $62°—a saving 
of $12°, and the price of the toaster (El Tosto) 
will be $2°° instead of *42°, saving you*$2.% 


QThe length of this special sale will depend on how 
long it takes to sell the limited number of these two 
appliances which we have been able to secure 


QThe toaster (E) Tosto) and percolator (El Perco) 
are guaranteed for five years. 





SOUTHERN CALIFORNIA EDISON COMPANY 






AKES eight cups 
delicious collee 
in ten minutes — less 
than half the time 
takes with gas, abso- 
lutely pure and clear 





as a glass of wine 
Cows about 's cent to 
operate for each potful 











The announcement of one of the special sales that have been a recent feature of the Southern California Edison Company's campaigns. 
This was a broadside 30 inches long and printed in red and black, 
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solid b4 *yr . 
their ability to obtain men who are naturally _ first-class, commonplace, more than satis- unquestioned value of the interior display 
th to adapted to this work. The consequence is factory, merchandising basis of supply and afforded, makes a strong talking point for 
that the only instruction that a new man demand—and the demand is strong! the central station. And it was only a 
gets is such as he can pick up from a few One would not be far wrong in attributing step in the merchant’s mind, from the late 
days’ work under the supervision of one of _ this condition to the initial stimulus given teil ak Tis wladiney 4, Uae eeee 
the older salesmen, supplemented by verbal the business by the Southern California aa ati ‘Fe ner aie io 
instructions from the Chief Appliance Sales- Edison C any and their policy of keepi ee ee ee 
PI ales udison Company and their policy of keeping Several Denver merchants have adopte 
' oie nae MRE: a ‘ : ‘ ants have adopted 
man. Whether or not better results might — everlastingly at it. the vlan. the lareest restaurant bene ‘the 
have been obtained by standardizing meth- firs ohpiepe a eee "ram beta . 
ods and arguments is a question that is well | hey were possessed of a deep valley in eee DI zs b capa | sings rege | ” 
worthy of consideration. The general senti- which they builded a high mountain. Pos ‘ sige . Pea su raph ei Be is te 
ment seems to be in favor of the more a pars eee a sii ia 
specialized methods but this consideration Late Hour Store Lighting in Denver ‘The Deawes Can and Wisstsin Tie Cie: 
has been more than overborne by the com- 1 ; Sia , a. wey Ss ese ye ae ~ “sel 
enya deals fot haste in netting the spell The Denver Gas and Electric Company pany has been very successful in developing 
pH dint the sail : 8 8 PPi- recently began an interesting campaign for second and third story window lighting on 
: mer ales the deve . . late , reli ‘ rate ¢ acts. §S » of > largest 
At the present time, it is probable that business, the effort being to induce mere merchants an the City are now, making 
2 there are R ecarg electrically heated, lamp chants to keep the interiors of their stores displays in upper windows and lighting 
im no socket devices in use in the territory served brilliantly Hehted up to midsisht. The them until 12 p.m a 
by the Southern California Edison Com- eet le a 2 — i as 
pany than in any other territory of like 
size anywhere in the world. Dealers are 
fall active in satisfying the demand for those 
f full appliances that have succeeded in alle- 
ional viating the public’s suspicion as to their 
class practicability and durability, with the 
y to result that the business is now on the 
—SO 
ising 
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th The Ci Bi ] 
the e City of Big Industries 
 ad- 
r th . ° e ° 
Niche Brooklyn, the city of big industries, adds more 
f his than $500,000 each day to the value of the raw 
Soa materials that enter its shops and factories. The 
». 7 . . 7 ’ 
ively labor required for this increase in the world’s 
. = wealth receives weekly almost $2,000,000. One 
Re hundred and sixty-five new residents arrive daily 
| ex- and an average of four manufacturing plants 
Sood begin operations each week. 
suc- 
se of NATURAL RESOURCES 
All this development may be traced directly to Brooklyn's 
natural resources. With fifty-six miles of commercial 
iain waterfront, it possesses unsurpassed docking facilities and 
eer opportunities to reduce transportation costs. Its population 
opli- of nearly 2,000,000 insures an abundant supply of skilled 
itire and unskilled labor for every business purpose. 
tion 
a CHEAP ELECTRIC POWER 
Py it Not the least of Brooklyn's many advantages which have 
ning attracted the attention of manufacturers from other localities 
» on is its low rate for electric power. This power, supplied by 
the Edison Electric Illuminating Company of Brooklyn, 
spy is purchased by Brooklyn's largest enterprises,—Bush 
ie Terminal, New York Dock, Hanan Shoe, National Lead 
THE NEW Companies and many others,—because of its low cost. 
TO THOSE'INTERESTED 
Manufactures about to locate or considering changes of 
locations, should communicate with us. We will obtain for 
them accurate information and valuable data concerning 
‘ Retails for 19.75 desirable sites for any line of business. 
We Ship It On Trial Write for “Industrial Brooklyn” booklet. 
} We advertise it in your local papers. We It tells the story. 
guarantee it. We take all risks. You hand 
them out over the counter at $19.75 and 
keep your profit. 
. os e es 7 
- ae Edison Electric Illuminating Company 
Just order one to start with. OF BROOKLYN 
~ ‘ Let us explain. _ . 
. “A word to the wise is sufficient.” General Offices: 360 Pearl Street, Brooklyn, N. Y. 
le | THE RAMEY COMPANY 
} CHILLICOTHE, OHIO 
2! ‘ Re oem 
































ELECTRICAL MERCHANDISE May, 1914 


eee ee Te 








2 Pint Coffee Pot 
3 Pint Coffee Urn 3 Pint Coffee Pot 


The New G-E Two Pint Coffee Pot 
is now available 




















This new G-E coffee pot has an exceptionally low wattage consumption of only 
350 watts. It is especially suited to small families where the three pint pot may be considered 
a little too large. 

All parts of this new G-E two pint coffee pot are very simple in construction and like our 
other types may be very quickly taken apart—permitting easy and thorough cleaning. 


G-E Quality 


The same high quality and attractive appearance has been maintained in this new size as in 
all our other types. Like the three pint coffee pot the new G-E two pint size is made of heavy 
copper and nickel finished; because of its substantial cross-section of metal it is not readily 
dented and affords a good, serviceable, household coffee pot. 

The above are a few selling arguments to give your customers in addition to making deli- 
cious, fragrant coffee with all its aroma retained right on the dining room table. 


The list price of the new G-E two pint coffee pot is $8.50 complete with cord and plugs. 


General Electric Company 


Atlanta, Ga. Cleveland, Ohi > ‘ q N ‘Haven, Conn. San Francisco, Cal. 
asente. Ge cugveland, Ohio —_ Largest Electrical Manufacturer in the World Xe" Gaver Conn. Sa adage 


Birmingham, Ala. Dayton, Ohio General Office: Schenectady, N. 7. New York, N. % Yy Schenectady, N. Y. 


Boise, Idaho Denver, Colo Niagara Falls, N. Seattle, Wash. 
Boston, Mass. De Moines, lowa ADDRESS NEAREST OFFICE Omaha, Neb. Spokane, Wash. 
Buffalo, N. Y. Detroit, Mich. Philadelphia, Pa. Spri gfield M 
Butte, Mont (Off. of Agt.) Pittsburg, Pa. posse oe LY 


Charleston, W.Va. Elmira, N. Y. Jacksonville, Fla Louisville. Ky. Portland, Ore. pe . 
Charlotte, N. C. Erie, Pa. Joplin, Mo. Memphis, Tenn. Providence, R. I. Toledo, Ohio 
Chattanooga, Tenn. Fort Wayne, Ind Kansas City. Mo. Milwaukee, Wis. Richmond, Va. Washington, D. C. 
Chicago, Il. Hartford, Conn. Knoxville, Tenn. Minneapolis. Minn. Rochester, N. Y. Youngstown, Ohio 
Cincinnati, Ohio Indianapolis, Ind. los Angeles, Cal. Nashville, Tenn. Salt Lake City, Utah 


For Texas, Oklahoma, and Arizona business refer to Southwest General Electric Company (formerly Hobson Electric Co.)—Dallas, El Paso, Houston and Oklahoma City. 
For Canadian business refer to Canadian General Electric Company, Lt’d, Toronto, Ont. 4977 





The Trade } Mark of the Largest Electrical Manufacturer in The World. 
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The Second in a Series of Articles on the Practical Salvaging of Employees— 
Some of the Whys and Hows of Handling Men 


By Wittiam Goutp 


Manager, Bureau of Special Canvasses, The New York Edison Company, New York City 


[There is no doubt in any man’s mind when he looks back over his own personal experience, that the human machine in most offices is given a whole lot less 


care than the automatic machine in the factory. 


The automatic is very tenderly nursed. 


It is oiled and cleaned and realigned and rebabbitted and kept in perfect 


condition, for two reasons; it represents a large cash investment and must not be neglected; it will not do its most efficient work unless it is maintained as good 


as new. The human machine—the employee 
oiling, no cleaning, no rebabbitting. 
own men, now. 


Mr. Gould is doing a most interesting work for the New York Edison Co., in training and reclaiming failures among the employees. 


Every man knows that this is true. 


however, is supposed to take hold and learn his job and improve with the months and years, with almost no 
That is the way we have been treated. 


That is the way most of us are abandoning our 


When men are discharged 


from a department, they go to Gould and he, by a careful system of good influence, finds out why they failed and what they can do, and restores 95 per cent 


of them to usefulness in some other department. 
worth while—Editor. | 


MGREAT deal of — trouble 
could be averted, of course, 
if the proper material were 
chosen at the start; but I 
do not know of a case that 
presents itself; where an 
WA employee can not be 

FRA properly trained for some 
About the only exception is the man 
who thinks it a crime to work; a condition 
generally born in him. 

Regarding all other cases, experience has 
taught me that there is a use for them all, 
no matter what their defects may seem to be 
at the start. For every man who wants to 
work, there is a use, in both a large or a 
small concern, if the proper attention be 
viven to him. 


use. 


Failure Not By Choice 


We must not overlook the fact that when 
a man fails to make good, he does not fail as 
a matter of choice. He fails because he 
thinks what he is doing is the right thing to 
do. The proof of this statement is the old 
law of self preservation—none of us would 
willingly do ourselves an injury. We hurt 
ourselves through mistaken ideas or igno- 
rance, and it is these mistakes, governed by 
ignorance, that can be corrected. 

Many times men have been told that 
their services are no longer required, with- 
out their being given a further chance to 
make good. When these cases are analyzed, 
it is found that almost without exception the 
individual has piled up mistakes to a point 
where they can no longer be endured, and 
his resignation is requested. We are not 
arguing that at this point discharge is not 
necessary, but the point is that this indi- 
vidual should not have been allowed to accumu- 
late all these faults and mistakes to finally 
result in his dismissal. A seemingly small 
fault of an employee, neglected by the 
employer or employee, always grows into an 
important fault, and it is as wrong for the 
employer to neglect this fault as it is for the 
employee to have it. 


Disrepair Makes Worse Waste 


In looking at this proposition, we must 
understand that good business ideas govern 
these arguments. We cannot afford to 
neglect any property which we own and let 
it run down to the point where repairs are 
impossible or where it would cost more to 
repair the property than to buy new. A 
leak in a house should be attended to at 
once, for if neglected it will only develop 
into a larger leak; therefore, it should be 
repaired before it has a chance to develop 
into serious trouble. I think you will agree 


-With me, that we cannot repair the leak by 


In short, he saves the Company’s investment in these men. 


standing around, talking about it, complain- 
ing of it, or by saying how much we want 
it patched. We must get busy and repair 
the house with the materials of which it is 
built and not with any old thing that 
happens to be available and easiest for us 
to get. It would seem ridiculous to repair 
a hole in a wooden house with brick, and the 
job would be sneered at by all good workmen. 

Neither can we repair the faults in our 
employees by using other than the timber 
of which they are made. We must talk to 
them in the language which they understand 
best, and our arguments must be those that 
will get under their skins and conclusively 
prove to them where they are making mis- 
takes. An argument that might appeal to 
us need not necessarily be the convincing 
one to the employee, and it is this individual 
attention and care that is the keynote of 
successful handling of employees. We must 
look at business from the employee’s stand- 
point as well as our own, and we must con- 
sider that he wants to succeed and that we 
want him to succeed. It is usually because 
individual attention, with proper methods 
and materials, is not applied that the 
employee in need of repair falls to rack and 
ruin, 


Reading the Character 


I have talked to quite a few people who 
claim to be good character readers, and | 
find there is no secret connected with the 
manner in which they read characters. It 
is simply a matter of drawing out the man 
by conversation, and developing his views 
on almost any subject. For instance, it 
is not hard to decide that a man is enthusi- 
astic and ambitious, when, in the course of 
his conversation, he tells you that he will do 
anything to get along, that the sky is his 
limit, and that all he wants is a chance to 
be tried. I do not consider myself a 
wizard in taking this man at his own valua- 
tion, and in helping along his own ideas of 
his endeavors. ‘To be a little more specific, 
I would not tell the man I thought he was 
mistaken in himself or that he was not 
really ambitious. And when a man has told 
me that he tries to tell the truth, I do not 
doubt him by telling him I think he is lying. 
Any manager with business experience, who 
will take the time and give the necessary 
individual attention to each of his men, can 
judge a man just as well by using ordinary 
business common sense, and come just as 
near the truth as by any other means of 
which I know. 

Every man who comes to me in my train- 
ing class, is innocent until proven guilty. 
To begin with the idea that the man is no 
good is being very unfair to the man. I 
never believe anything detrimental to a 


His views on this subject are particularly 


man until he proves it to me himself. By 
taking the opinion of some one else that a 
man is of no value, I might retard that man’s 
success for years, as the opinion given me 
might be a hasty one, influenced by personal 
like or dislike, or might be a careful opinion, 
given with too little experience. There is 
too much at stake in the individual case to 
overlook the fact that a man must be 
proven guilty before he can be judged in his 
That is why I claim that an 
applicant fora position should be considered 
as good material until he proves himself 
poor material. 

There is no doubt but that many good 
men are refused positions because they do 
not meet with the approval of some man who 
is finical in some way or another. At the 
same time it is equally plain, that men are 
taken on every day who do not make good 
after they are given the chance; but they 
have not really been given a chance to make 
good unless personal attention has been 
given them in correcting their mistakes. 
That is the only way a house will run down, 
by inattention and lack of repairs; and the 
only way that employees run down in their 
efficiency and working through 
the same lack of interest 
displayed in them. 


business. 


value is 
attention and 


The System Simple 


As I stated in a previous article, there is a 
system in handling men; but it is not a 
complicated one, merely a matter of treat- 
ing each individual as an individual. I do 
not intend, nor could I if I would, give here 
a card index of how each individual case 
should be handled, for the method of handl- 


ing varies with the diffident, the self- 
assertive, the nervous, the slow man. There 


is no fixed prescription for handling these 
different cases, except that the body of it 
shall be 50 per cent common sense, 25 per 
cent good business and 25 per cent fairness 
and squareness. These three are inter- 
locking and almost out of the same bottle, 
and one cannot succeed without the other. 
Fairness and squareness is the life blood of 
business. If anybody thinks he is 
doing good business, and is not using fair- 


vood 


ness and squareness, not only to customers 
but to employees, he is making the biggest 
mistake of his life. 

I would that the nervous man 
should not be gone at with hammer and 
tongs, neither would I talk sharply to a 
sensitive man before other people, while 
in the diffident man’s case [ might talk 
sharply to him before other people. There 
are diffident men with tempers which a 
sharp reprimand before others might arouse. 
I really feel, though, that if there is to be a 
method of procedure given, the nearest to 


suggest 











BENJAMIN 
TWO-LIGHT 
PLUG CLUSTER 


For Doubling the 
Capacity of Your 
Sockets Without 
Extra Wiring 


It just screws in—and the work is done. 

You have one light, but want two. Or 
you want to run an extra wire to another 
point * connecting some electrical appli- 

ance — fan, heater, curling-iron, flatiron, 
chafing dish, etc., and still keep your light 
burning. You need not rewire the place 
to do it. 

Benjamin Plug Cluster Does the Work 
of Two Sockets. 


For sale by all Electrical 
ealers 


BENJAMIN ELECTRIC 
MFG. COMPANY 


120-128 So. Sangamon St. 
CHICAGO 
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it that I would attempt would be censure in 
private and praise in public. 

Even the office boy does not like to be 
humiliated, for the office boy is human and 
has his likes and dislikes, his ambitions and 
desires, *ist the same as we have. He must 
be treated as human in order to get the best 
out of him. I know the argument will be 
offered that this is a lot of trouble to go 
through for an office boy, and I acknowledge 
that it is a lot of trouble, but our office boys 
of the present are the managers of the future 
and unless we start them off with the proper 
attitude as office boys, they will not have the 
proper attitude as managers. In an organ- 
ization that promotes its office boys until 
they become important members of the 
organization, you will find the best service. 
Of course, there are exceptions—not due 
to this method of promoting the office boys 
to positions of responsibility—but probably 
because after they were promoted, they 
were overlooked and neglected at the very 
time they most needed personal attention. 


Few Incurable Weaknesses 


It has been asked if there are any incurable 
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weaknesses which salesmen develop, and | 
am glad to say I do not believe there is any 
weakness that is not curable, if taken in 
time. What would be considered a weak 
ness in the salesman? Right away the 

This might 
not be so much weakness in the salesman as 
weakness in the goods he is selling; but if 
it is weakness in the salesman, it is because 
he has lost interest and enthusiasm or has 
not been treated fairly. There must be 
some reason for a salesman’s losing his 
interest and enthusiasm, and instead of 
jumping on him for not making sales, it 
would be a better method to find out why 
he has lost interest and why he is not show- 
ing enthusiasm. 

There is a reason in every case. Analyze. 
Take the time and care necessary to go into 
this individual case and find out. Dig 
down. Do not take surface indications for 
the real fundamental truth. If any of your 
salesmen are falling behind, do not condemn 
him, but find out why. Have a heart-to- 
heart talk with him. Maybe he is sick of 
his job or sick of you, and perhaps there is a 
reason for it. Wherever there is a result, 























DANGER- PROOF 








TROUBLE- PROOF 


The Capital 
SAFETY-FIRST 








Electric Washer 


The principle of operation is new and 
revolutionary. A stream of hot water is 
forced through the clothes instead of merely 
agitating the clothes through still water; 
thus cleaning them to snowy whiteness with- 
out boiling, without injury and in a fraction 
of the time required by other machines. 
This is accomplished by means of a direct 
connected propeller beneath the open-work 
cylinder. The stream of water also turns 
the cylinder. No reversal of rotation, no 
chains, belts or gears to drive cylinder. 


This electric washer is light in weight, 
free from dangerous exposed parts, durable, 
noiseless, and has patented safety release 
on the wringer. 


Here is a machine that will appeal to 
every housekeeper and win business that 
you have never been able to secure. 


Order a Sample TODAY for your Sales 
Room. 


CAPITAL ELECTRIC COMPANY 


Insurance Exchange Building 
CHICAGO, ILL. 






































Make a Campaign 
This Month on 


Emeralite 


Desk Lamps 
We'll Help You 


Sell one to the Boss in every pros- 


perous office. He'll like it. Plenty 
of arguments for the Emeralite Line. 
Every Emeralite sold means a satisfied 
user and more sales. 


Plenty of variety in type and price. 
Combinations with inkwells, clock or 
calendar. 


A strong working light without glare. 
The Emeralite is widely advertised. 


Hitch up with this campaign and let 
us refer inquiries. 


Write for Booklet illustrating 30 
patterns of this popular lamp. 


Order Samples today for your Sales- 
room. 


H. G. McFADDIN & COMPANY 


38 Warren Street 
NEW YORK 


BE KIND TOYOUR EYES: 


Dept. M 
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there is always a cause, and we cannot 


judge the result unless we know the cause. 


Let us not judge a man’s decrease in sales 
too harshly, but first look into the cause of 
his slump and find out if we have neglected 
him in some seemingly unimportant point 
that needs proper handling. 


The Employer’s Influence 


There are, I am sorry to say, cases in 
which the above methods will not prove 
satisfactory. These may be termed the 
5 per cent who are incurable or who are 
so far gone that the repairing would be too 
expensive a job. My opinion is that these 
incurable cases are the result of wrong 
treatment and lack of personal attention 
given them by former employers. An 
incurable case nowadays means a former 
employer’s lack of attention, and wherever 
you see an employee who is inefficient and 
not worth much, you may rest assured that 
some employer somewhere is at fault. This 
is rather a broad statement but I am con- 
vinced that it is true. 

Let us dig down underneath the surface 
of the above remark and see if it has rhyme 
or reason init. I think we will all agree that 
an employee will be loyal and fair and square 
to his employer if he considers his boss loyal 
and fair and square to him. It is this 
matter of opinion on the part of the employee 
to which I wish to call attention. An 
employee with a little experience and a 
little education is liable to make mistakes 
in his opinion of men and things, and if these 
mistakes are not corrected, and are allowed 
to remain fixed in the employee’s mind, 
they might just as well be truths as far as 
the effect on the employee is concerned. 
In other words, I think that letting a man 
think something ill of you is almost equiva- 
lent to really being as wrong as he thinks 
you. There are many cases where an 
employee has been allowed to retain his 
mistaken ideas to the point of inefficiency, 
leading to loss in profit for the employer 
and final discharge for the employee. 

Take the case of an employee who is 
working along with the mistaken idea in 
his mind that he is doing good work. He 
believes it because he is trying and because 
he has not been told to the contrary, 
although his work is really so inefficient and 
his batting average so low that he is eventu- 
ally discharged. This generally comes as a 
great surprise to him, and is most unfair 
treatment. In such ways the employer is 
responsible for his employee's inefficiency. 

There are some impossible cases, but only 
to the extent of about 5 per cent, and when 
we figure that the percentage of really 
successful men is itself only about 5 per cent, 
there must be something radically wrong 
with the training of the 90 per cent who are 
only average in efficiency. Their valuable 
efforts are wasted and lost through im- 
proper training and handling, to say nothing 
of the hundreds of thousands of dollars 
spent in turning out these unproductive 
employees. 

If you had been buying automobiles, one 
after another, year after year, and had not 
been able to run them to your satisfaction, 
there is no question but that you would have 
a bad name among the automobile manu- 
facturers. They would say—‘‘The car is 
guaranteed and yet this man cannot run it. 
It is certainly the fault of his care and 
driving and not the fault of the car.” The 
human machine, especially when young, 
is ready to run as directed, to go fast or slow 
just as the impulse is given to it; but this 
human machine cannot be expected to 
speed up and run well consistently without 
the impulse of individual attention, any 
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more than you can expect the automobile 
to run without attention. 


Out Pressing the Press Agent 


New opportunities for the high pressure 
press agent are clearly evident in this story 
from Sheridan, Wyoming. The General 
Manager of the local central station, the 
Sheridan County Electric Company, Mr. 
Judson Bibb, recently secured a_ large 
mechanical doll, to use for demonstrating 
the electric flatiron in a window display 
that was a conspicuous feature in a local 
flatiron campaign. Said doll worked ten 
hours a day. 

So far, so good; and Mr. Bibb got the 
Sheridan new spapers to comment favorably 
on the attractive display. But read on. 
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Not content with this measure of success, 
Mr. Bibb conceived an idea worthy of 
P. T. Barnum and through hidden channels, 
moved the Laundry Workers Union to pre- 
pare a letter of protest against the doll 
working over eight hours a day. Of course 
the letter was intended as a joke. 

The next step was the triumph. Bibb 
gave the letter with a little verbal embellish- 
ment to a friendly reporter, and the news- 
paper man saw a good story. 

Next day Mr. Bibb, the Sheridan County 
Electric Company, electric irons, and ‘Es- 
meralda,” the beautiful mechanical doll, 
broke into print in quite as good space as 
that occupied by the Mexican War, Ulster, 
or the Canal toll repeal bill. 

Result: A policeman was stationed in 
front of the Company’s office windows to 
keep the crowd moving. 








the nation. 


in connected motors. 





The Industrial and the Electrical 


Importance of Cleveland 


Sixth city in size of population in this country, 
Cleveland is fifth as a manufacturing center. In 
many departments of the electrical industry it leads 
It is headquarters for the greatest lamp 
works, home of the biggest carbon plant, has three 
leading electric vehicle factories, is first in the manu- 
facture of electric cranes, a leader in the making of 
batteries, and claims as its own many of the largest 
electric machinery plants in the world. 


The Population Growth of Cleveland 


(14% IN 4 YEARS) 


is essentially an industrial growth, induced by a num- 
ber of manufacturing conditions exceptionally favor- 
able to cheap and efficient production, such as good 
labor, excellent transportation and cheap electric 
power from Central Station. 
factors; they are factors of steady, permanent growth. 


The Factor of Cheap Industrial Power 


involves a widespread system of “Illuminating Ser- 
vice,’ extending over an area of 200 square miles, 
serving many hundreds of factories, large and small, 
with an aggregate of many thousands of horse power 


The Cleveland Electric Hhaceiineting Company 


CLEVELAND, OHIO 


These are not boom 
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Wiring 21 Miles of Old Houses 


A Campaign in Illinois that Connected 2210 New Consumers 


By Gro. 


‘. DuNN 


Contract Agent—Western Division. Public Service Company of Northern Illinois, Oak Park, III. 


wae? RY and imagine, if you will, 

: a row of residences, each 

house standing on a fifty- 

foot lot, and the row ex- 

tending down one side of a 

street for a distance of 

over twenty-one miles. 

Had you passed down 

this street on January 1, 1913, as a central 
station man, you would have been struck 
with the fact that not one of these hundreds 
of homes that went to make up that row, 


was wired for electric service, notwith- 
standing the fact that the electric service 
company’s mains were at the rear of each 
of the premises. 

A little investigation would have revealed 
the fact that these houses were occupied 
for the most part by what we are pleased to 
call the ‘Middle Class,” that is, people who 
are working at a moderate salary, or who 
are in business in a small way and who may 
own their own homes or be_ purchasing 
them on a monthly payment plan. These 














mail a copy of our Catalogue. 


SHOP when in Chicago. 








ELECTRIC SHOP Offers 


Many Advantages 
To Purchasers of 


Electrical Goods 


of Every Description 


and beck cov: adhered to and it should 
Erverticsuor always be remembered that 
Beautifully ELECTRIC SHOP stands 


printed in col- 


as back of every article it sells. 


Central Station Managers are Invited 
to send us names of their lighting customers to whom they would like us to 
You are also invited to visit ELECTRIC 
It is only through such a visit that one may fully 
realize the complete stock of electrical goods, the beauty and art of the lamps 
displayed, and the facilities for supplying electrical merchandise, which 
ELECTRIC SHOP offers. The number of appliances on your lines is sure to 
be increased as your customers are brought to realize the number and the 
great convenience of modern electrical appliances. 


ELECTRIC SHop..-CHICAGO 


Jackson and Michigan Boulevards 


VERY Central Station 

customer in the United 
States can and should take 
advantage of the Buying 
Power of ELECTRIC 
SHOP. The Common- 
wealth Edison Company, 
owner of ELECTRIC SHOP 
is well established and its 
financial standing and op- 
portunity for purchasing in 
vast quantities enable it to 
sell the highest quality of 
electrical goods of all kinds 
at the lowest prices. The 
unvarying principle of keep- 
ing merchandise of the high- 
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people are perfectly able to pay for electric 
service, once their homes are equipped for it, 
and are very desirable customers from the 
central station standpoint. 

Passing down this street one year later, 
we find that each and every one of the two 
thousand two hundred homes is equipped 
for electric service, and that each and every 
one is using the service not only for lighting, 
but for ironing as well. 


Lighting 10,000 New People 


This is the record established last year by 
the new business department of the Public 


Geo. E. Dunn 


Service Company of Northern Illinois. 
Wiring 2,210 in one year, or enough homes 
to comfortably house a population of 
10,000 people, so far as we are concerned, is 
a record breaker. 

Never before have we exceeded 1,300 
old housewiring contracts in any one year. 
We therefore feel very much elated over this 
showing, especially in view of the fact that 
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The estimate card used by the Public Service Company 
of Northern Illinois. The other side acts as the pros- 
pect filing card. 


the estimated income from these houses is 
approximately $4,400 per month, or $52,800 
a year. How this great volume of new 
business was secured will, perhaps, be of 
interest. 


The Continuous Campaign 


For a number of years it has been the 
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Our 
Congratulations 


are extended tothe men of the electrical 
industry of this country, who have 
made possible the 


Thirty-seventh Convention 
of the 


National Electric 
Light Association 


in the City of Philadelphia 


That this year’s gathering will be as 
successful as those of former years, 
and that as much or more benefit 
will be derived by the organization 
and the electrical industry in general, 
is the sincere wish of 


The New York Edison Company 
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custom of the Public Service Company to 
keep an accurate list of all unwired houses 
on all its territory. This list was secured 
originally by a careful house-to-house can- 
vass .by the salesmen, and is constantly 
kept up to date by adding or removing 
names as the case may be, each salesman 
being responsible for the record for his 
district. The names thus secured are com- 
piled in a card index system and filed ac- 
cording to street address. The card used 
is reproduced here. 

The reverse side of the card is used as an 
estimate blank and is filled in by the sales- 
man when he lands the job. the 
salesman is not successful in closing the 
deal, when he returns from his call, the 
estimate card is placed in the file in its 
proper place for future reference. 

Advertising matter in the form of circular 
letters and printed folders has been regularly 
mailed to each prospect on our list, generally 
with a return post card enclosed for reply. 
In*addition to this, advertisements are run 
steadily inJall the local papers, in each 
community, calling attention to our house 
wiring proposition. Any inquiries — re- 


In Case 
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ceived are turned over to the salesman in the 
district, who follows it up, and endeavors to 
secure the business; and I believe that one 
of the principal reasons for our success in 
securing this class of business, has been the 
fact that we never let up on it. There is 
no time of the year when we are not vigor- 
ously pushing our house-wiring business. 


The Influence of Season 


While it is true that there are certain 
seasons of the year that are more productive 
of results than other seasons, we have found 
that by keeping everlastingly at it, good 
results can be obtained during almost any 
month of the year. The following table 
shows the number of contracts which were 
obtained during each month of last year. 


Month Contracts Month Contracts 


secured secured 


January 110 
February 147 
March 171 
April 199 
May 252 
June 81 


July 
August 
September 
October 
November 
December 





High-ceilinged stores 
Auditoriums 
Armories 


Railway concourses 
Churches 
Hotel lobbies 


New Bulletins- 
for multiple and street series service. 





An Installation of New High-efficiency Units in a Cleveland Store 


Big National MAZDA 
Lamps Add to Your 
Lighting Service 


Your possibilities for service as an electrical man are 
now greater than ever. 
1,000-watt units to the National Mazpa line you have lamps 
ranging from 14 to 1,670 candlepower. 


The above represent a large class of interiors and exteriors in the lighting of which the 750 
and 1,000-watt National Mazpas can be used to advantage. 
been developed by the Holophane Works of General Electric Company. 


Write for Bulletins 13D and 11B descriptive of this new type of lamp 


NATIONAL LAMP Y 
SZ OF GENERAL ELECTRIC CO. 
NELA PARK, CLEVELAND 

Member Society for Electrical Development—*‘DO IT ELECTRICALLY” 


MP WORKS (96) 


With the addition of the big 750 and 


Theatre exteriors 
Athletic fields 
Motordromes 


Yards 
Amusement parks 
Streets 


Special reflectors and globes have 


a 


(AE 
S _ 
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The Easy Payment Offer 


Another factor which will account to 
large extent for our success in securing thes: 
old-house-wiring contracts, is the ver 
liberal terms we offer to our prospects. Fo: 
a number of years we have been wirin: 
houses and allowing the owner to pay fo) 
same in 24 equal monthly installments. In 
this way we are able to secure contracts 
which would not be possible, were the owner: 
required to pay cash. 

Of course, a great many contracts are 
taken for cash, and in all cases the salesman 
endeavors to close the deal on that basis, 
the 24-payment proposition being only used 
as a last resort. Of the 2,210 old houses 
wired during the year 1913, 1,247) were 
taken on a cash basis, and 963 on our 24 
payment plan. The average price per con 
tract was $45.66, the total business amount- 
ing to $100,452. 


A Free Tron Inducement 


A pleasing and profitable feature of our 
old-house-wiring business is the fact that 
with each contract taken, we furnish a 
standard six pound electric flatiron. We 
have found that this free iron is an aid to 
securing the business in the first place, and 
has the added advantage that the customer 
begins using a flatiron right from the first 
and becomes accustomed to paying larger 


bills. 


Washing at Home 


By A. H. Sikes 
Manager New Business Dept., Athens Railway & 
Electric Co., Athens, Ga. 


For some time we have been making a 
steady campaign for the sale of electric 
washing machines by featuring the dangers 
incurred in sending the family wash to the 
negro cabins. Recently we published a 
folder which read as follows :— 

“IT IS YOUR DUTY to protect your family 
from Infectious Kvery time you send 
your washing out you run the risk of the clothes 
being returned with germs of Smallpox, Searlet 
Fever, Diphtheria, Chickenpox, Measles, and other 
Diseases. One sickness may ruin a child’s health 
for life and cost many times more than an Electric 
Washer. 

Have your Laundress do your washing in your 
own home in an Electric Washer. It is the clean, 
sanitary, safe and modern way.” 


Diseases. 


We covered the front of the folder with 
long columns of the nanres of germ diseases. 
It made a big noise and a strong impression. 











POSITIONS OR HELP WANTED 


The rate for *‘ Positions or Help Wanted” advertisements ot 
forty words or less ts one dollar an insertion; addtttonal 
words, one cent each; payable in advance. Remittances and 
copy should reach this office not later than the 15th of each 
month for the next succeeding tssue. 

Replies may be sent in care of Electrical Merchandise 
17 Madison Avenue, New York City. 


WANTED— Position as Electrical Demonstrator, 5- 
years’ experience, good reference, 24 years old. Thor 
oughly capable of taking full charge of sales-room 
or supervising electrical appliance campaign. Ad 
dress, Electrical Demonstrator, Electrical Mer 
chandise, 17 Madison Ave., New York. 


WANTED—Several experienced lighting solicitors 
by large Central Station; must be experienced in 
soliciting residential prospects. Write full exper- 
ience, education, age, married or single, salary desir- 
ed, and references. Excellent: opportunities for ad- 
vancement. Reply Advertiser, care of Electrical 
Merchandise, 17 Madison Ave., N. Y. 
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THE SELFISH SIDE OF THE 
CONVENTION 

By far, too little attention is paid by most 
of us, to the selfish side of an N. E. L. A. 
Convention; and yet, after all, that is what 
the whole thing boils down to. The most 
important issue to the central station sales- 
man is this 

What are YOU going to get out of the 
Convention this year? 

We all know the theory of a convention, 
and it is a good, honest, practical theory. 
The convention brings good men together 
and broadens them by contact and acquaint- 
ance. It unifies the industry by the in- 
fluence of this visible evidence of its scope 
and greatness. It provides a vehicle for 
cooperative effort and accomplishes work 
for progress impossible by individuals. It 
stimulates the pride and ambition of any 
man, who finds himself a part of such a body 

But there are many men who go to the 
N. E. L. A. meeting each year, with mighty 
little thought of why they are actually 


spending this week away from home. They 
expect to have a good time and enjoy them- 
selves thoroughly; and they should. They 


expect to go to meetings, to meet new men, 
and renew old acquaintances. But the 
whole thing is left to chance and the pro- 
gram, without any prearranged objective, 
and without any particular sense of obliga- 
tion. And when you take a good hard look 
atit, that is a mighty inefficient and irrespon- 
sible way to spend your company’s money. 

The week of the N. E. L. A. Convention 
can be made the biggest week in all the 
vear, for the central station commercial 
man, if he will simply apply himself to that 
opportunity, with a little of the same in- 
telligent eagerness that marks the successful 
effort that is his habit. But it is the week 
of all others that cannot safely be left to 
chance. The days are crowded with un- 
expected diversions and filled with con- 
flicting attractions; and though the best of 
plans cannot be strictly followed, yet by 
the same token, the best of memories cannot 
he left unaided. It isn’t a junket, this 
convention; it is a man’s size prize, which 
some men win. and carry home, but other 
men never see it, nor know that it is there. 

What to do? 

Before you go, set to work, carefully to 
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Realize 


well, that here is a chance to tap the experi- 


prepare for this great opportunity. 


ence of the whole country, to talk to the men 
who know the answers to all your problems. 
Recognize that four days is but a short time 
to interview 5,000 men. Plan which men 
you had best seek and what questions should 
be asked. Go before those men, primed 
with definite things to do, and ready to take 
the benefits. Make those four days produce 
more education than could be wrung from 
any three months’ course of study. 

Get your tools ready for a quick harvest, 
antl make some good hay at the convention. 
Have a dozen definite objectives, reach your 
men, and make a set of notes on the results, 
as they come. Don’t expect too much of 
your memory. 

You will meet in Philadelphia, the men 
who actually know these things. In the 
reports and discussion at the sessions, you 
will come in contact with the truth on all 
Go to the 
N. E. L. A. Convention, this time, with a 
Return 

Then use it. 


the vital issues of your work. 


clear consistent purpose. home 


with a tangible profit to enjoy. 


TALKING THE LANGUAGE 

It seems to be exceedingly hard for central 
station men to realize that housewives do 
not talk the same work-day language that 
the business man uses in his normal con- 
versation. In this connection a_ recent 
feminine criticism is of interest. 

This woman is a housekeeper, the intelli- 
gent manager of her own home, with point- 
o’-view and interests entirely normal. She 
had been reading a booklet, just received 
from the local central station, and describing 
the washing machine; and she had become 
involved in certain paragraphs that en- 
deavored to dissipate the natural thought 
of high cost, by explaining the application of 
depreciation and interest on investment. 
Only it did not explain. 

Now this booklet was written by one of 
the most capable advertising men in the 
central station field; but he used the mental 
processes and talked the language of the 
business man, and his attractive booklet 
fell short. And this woman who had read 
it, remarked——‘Why do men talk this sort 
of stuff to the housekeeper? — It loses half its 
power to convince, simply because it is 
obviously written by a man, who knows 
nothing of the intricacies of housekeeping. 
The housekeeper today, is eagerly interested 
in the modern principles of efficiency and 
she wants to know new ways to make house- 
work easier and relieve the servant problems; 
but what she wants are the actual facts and 
figures on what she will have to pay, what 
it will cost to use, how it will fit into the 
daily schedule, what it will save and why. 

“Men make two big mistakes in writing 
to housekeepers; they either indulge in a lot 
of extravagent adjectives and try to make 
her buy through temptation, or they talk 
man’s-business to the other extreme and 
confuse her with a lot of commercial and 
mechanical technicalities that she does not 


‘they go about town. 
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understand. In either case, they fail to 
satisfy her and make a sale.” 

The justice of this criticism can not be 
questioned, nor can we debate a woman’s 
opinion of what women want; for both 
points are amply substantiated by the 
methods and the wonderful success and 
influence of the big women’s home maga- 
zines. Why 


advertisement 


should the central station 
go on ignoring dominent 
conditions and wasting itself against un- 
natural and avoidable barriers? If the man 
himself is unwilling or unable to acquire the 
point-o’-view himself, it would be better, 
by far for him to have his booklets re- 
written by some practical housekeeper 
before they are sent out to the feminine 
prospect. 


The idea is to sell the goods. 


RATTLING THE SKELETON 

Came a letter the other day, from a certain 
central station. It explained how they 
had just acquired a large garage building 
and opened an Electric Garage, and how a 
goodly number of trucks and pleasure cars 
had already moved in, and how good an 
influence the Electric Garage would be for 
increasing the popularity of the electric 
vehicle. In the postscript of the very same 
“And 
by the way, we are getting some modern 
We have just laid 
off most of our horses and bought two 


letter, this good friend of ours said 
and efficient up here. 
Peerless motor trucks.”” And this man was 
a central station salesmanager, in a city 
where they are bravely preaching the good 
“Do It Electrically.” 

To read those two statements in a single 
letter is a shock. 


garage and how the local newspapers have 


vospel 
Think of the new electric 


announced it, and what the people have been 
saying at this evidence that the electric 
vehicle is really a practical success; and then 
consider the comment that will inevitably 
follow the company’s new gasoline cars as 
; You can almost hear 
the words of the merchant and the manu- 
facturer, as the company’s salesman tries to 


“Tf vou go and 


interest them in electric trucks. 
don’t know.” they'll say. 
buy new gasoline trucks yourself, it looks 
as though there was a nigger in the fence 
somewhere. If you people can’t save money 
with electric vehicles, when you don’t have to 
buy the current for the batteries, how are they 
going to be cheaper than gas cars for me? 
You can’t make me_ believe you bought 
those gas cars for fun.” 

What can the salesman say? 

What is there fo say? 

And that 


facturer will have a good story to tell, and 


merchant and that = manu- 
they will tell it when ever they think of it 
and they will think of it every time they 
notice one of the electric company’s gasoline 
And so the tale will go 


the rounds, and everywhere it goes it will 


ears on the street. 


help the gas car salesman to spread distrust 
of the electrié, and stand between the new 


Electric Garage and its proper prosperity, 
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Grasping the Opportunity THE SENTINEL-RECORD, HOT SPRINGS, ARKANSAS. Wednesday, April 29, 1914 





Another Quick-Service Achievement in Hot 


Springs, Ark. 

Shortly after 11 o’clock on the morning 
of April 29, the pipe line that brings the 
natural gas into the city of Hot Springs, 
Ark. i i imi 


» blew up just outside the city limits. 
It burst with a terrific noise, greatly alarming 
the residents in the vicinity, and, of course, 
the news spread fast. 


6 
Nearly every home in Hot Springs uses Electric 


natural gas for cooking, there being over 


4,000 gas stoves in use, and it was apparent t St 

that the temporary cutting off of al gas Toas er oves, 

supply would greatly inconvenience the ° 
housekeepers. In fact, it would be a serious Percolators Grills 
problem as to how to prepare the midday ’ ’ 
luncheon that day. 


Both the gas and electric utilities in Hot Chafing Dishes and Irons 


Springs are operated by the Citizens Electric 


Company, but the Company does not handle . Ph 936 
electric appliances, except for demonstration one 
purposes. Instead it cooperates with the Phone 936 . 

local dealers, : tw 


, among whom Rush Brothers 
do the bulk of the business. Immediately 
on receipt of news of the explosion, Commer- The gas main burst at eleven o'clock. The ajyternoon papers carried this advertisement 

. ‘ : tomge ey eee ee 
cial Manager J. L. Lambeth, of the Citizens and salesmen followed it up. 
































Electric Company, got in touch with the 
supply dealers, told them the story of the 
break in the gas mains, and urged them to 
: , . immediately start a special sale of electrical 
We have just installed this sign on a prom- devices. Rush Brothers were the _ first 


to see the splendid sales opportunity 


inent roof, facing the Public Square, in The center advertising sheets of the local 
Cleveland It is practically a dupli- papers were all ready to go to the press. 


\ dash was made for the afternoon-paper’s 


cate of a sign we installed for the office, an advertisement was hurriedly 


prepared and within one hour after the gas 
same people in Indianapolis. supply was shut off, the big presses were 

turning out papers announcing a_ special 
sale of electrical appliances. At the same 
time salesmen were started around to the 
combination-gas-and-electric consumers’ 
houses, with electrical devices offered for 
immediate sale. 

By the time the afternoon newspapers 
were on the streets, Rush Bros. had arranged 
appropriate window displays, and had the 
extreme satisfaction of selling a large number 
of electrical devices to persons who ordinarily 
never would have taken advantage of the 
“little electric servants” for cooking pur- 
poses. It was a case of grasping an oppor- 
tunity—and they did. 

The incident is not unusual to the Hot 
Springs utilities. When a disastrous fire 
swept the city in September, 1913, destroy- 
ing the central station, and cutting off the 

—_— ‘ electric current for the street cars, the fire 

You never saw amore realistic sign had not cooled away before the Street Rail- 

way Company was running auto-busses and 

" tally-hos, for the convenience of patrons, 

First the locomotive lights up and the wheels begin to turn; then at the rewsdar face of five cetin ag di. Sie 

the smoke begins to puff out of the stack, one puff after another, until Company lost money, but it performed its 

all the smoke is lighted. “Then come the words—MAIL POUCH obligations to give transportation service. 
—and then the line below. It pleased the people. 

Study this action and you see the interest it holds and the impulse Phere —o motto hanging — General 

la ge Manager Stephen E. Dillon’s desk which 

it gives. The Indianapolis sign boosted the sales of this tobacco so reada “Reveice—That's Wht Comma” Bis 

much that the Cleveland sign followed. is a. service organization. The citizens 

THAT IS THE WAY WE BUILD ELECTRIC SIGNS have many times demonstrated that they 

THEY ARE PLANNED AND STUDIED TO SELL THE appreciate such ceaseless service and the 
GOODS. YEARS OF EXPERIENCE AND GENEROUS Se ee ee ae, 

oy > ies aicindiaaana ieee Send nated satan a a cause Oo is co-operative — effort. ie 
Ol ALTVY MAKE SIGNS THAT LAST FRESH FOR Y EARS. public utilities in Hint Sesiog: are owned by 
Try Us On The Next Sign the Federal Light & Traction Company, 
and the incidents mentioned here are but 


The A. & Ww. Electric Sign Company expressions of its general policy towards 


good service. 
CLEVELAND 














P. S. Young, who for many years has been 
WE MAKE MINIATURE WINDOW SIGNS AND TIME SWITCHES ALSO comptroller of the Public Service Corpora- 
tion, Newark, N. J., succeeds Jas. P. Dusen- 
berry who has retired. The offices of comp- 
troller and treasurer have been consolidated. 
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Elyria and St. Joseph Rejoice 


Big Crowds Celebrate the Presentation of Civic Signs Given 
by the Central Stations 


me? the central station man who 
i} has read many times of sim- 
ilar celebrations in cities large 
and small, the story of another 
slogan sign, is apt to sound 
like an old, old story. But 
it is interesting to note that 
the slogan sign itself is no less 
a Vital opportunity, than when the idea first 
took shape. To the community that has 
never possessed one, it is enthusiastically 
new—as witness the recent doings in the 
cities of Elyria, Ohio, and St. Joseph, Mo. 





The Elyria Celebration 


Elyria is a city of 20,000 population, a 
live, busy town with considerable industrial 
wealth and fame. The local central station 
operates under the name of R. E. Burger, 
Agent, Electric Light and Power, and is one 
of the Doherty properties. H. G. Bonner 
is manager of the new business department. 
Last month this company presented to the 
city a big slogan reading, ‘“Elyria—The 
100% City,” the slogan that had been 
adopted as the result of a popular competi- 
tion. The design of the sign is most effec- 
tive, as seen in the picture, but its beauty 
rests primarily in the blending of a large 





The new display installation on the central station 
office in Elyria. 


variety of colors. It is erected in a particu- 
larly favorable position where it dominates 
the main business street of the city, the 
Public Square, and is read from every 
passing train on the Lake Shore Railroad. 
But here is the point. Fully one-third of 
the population of Elyria turned out on the 
night of presentation, to see the big sign 
lighted up and hear the speeches. The 
sign was presented to the city in a speech 
by Mr. George Williams of Henry L. 
Doherty & Company, and accepted by the 
Mayor of Elyria. Other speeches were 
made by the president of the local Chamber 


of Commerce, several prominent citizens 
and several visiting central station men 
from neighboring cities. It was a big night 
for Elyria, everybody felt real pride and 
enthusiasm for the sign and the fact that no 
longer would the passing traveler look out 
the car window and say, “What town is 
this?” without the answer being plain. 
After the speaking and the music was over, 
a banquet was held in the Elks Club, at 
which about 100 of the local business men 
were guests of the central station 


A Bond of Friendship 


In short, the slogan sign in Elyria and 
in every other city, stands as a bond of 
friendship between the light and power 
company and the community. It is a 
generous gift to the city, no less acceptable 
and praiseworthy because the people know 
that it will breed other signs and brighten 
up the city to the benefit of the central 
station; for they know that every other 
local business interest will be stimulated 
at the same time. 

As a feature of this occasion, the Elyria 
company installed a = most- artistic and 
impressive display on its office building, an 
interesting example, as shown in the pic- 
ture, of the real merit that can be put into 
this kind of building front display. It sets a 
high standard of example to other mer- 
chants in Elyria. 


The St. Joseph Celebration 


To show how entirely local and individual 
the slogan sign celebration may be made, 
here is what they did in St. Joseph, Mo., at 
the recent presentation of their big sign, 
already mentioned in Electrical Merchandise. 

It was made the occasion of an after- 
noon industrial parade, a gala base-ball 
game, and a masked carnival and parade in 
the evening. The ceremonies at the sign, 
were marked by the speech of presentation 
by General Manager J. H. Van Brunt, of 
the St. Joseph Railway, Light, Heat and 
Power Company, and the address of accept- 
ance by the mayor. The parade was 
reviewed by the city officials, prominent 
citizens and distinguished guests, from a 
specially constructed reviewing stand. A 
rejuvenation of the Jovians, was a feature 
of the evening. An elaborate display had 
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been installed on the office building of the 
company. 

The sign itself, is one of the most beautiful 
slogan displays ever built, embracing many 
colors and a most effective flashing action, 
and there was no less enthusiasm in St. 
Joseph, than was seen later in Elyria or 
had marked previous slogan ceremonies 





The neu slogan siqn un St Jose ph, Mo. 


in any other city. The sign itself will be no 
less a good influence: just as the opportunity 
offers as much to you in your own com- 
munity, as if the story of a slogan sign had 
not already taken on a familiar sound in 
your ears. 


An Editorial Tribute 


As one further evidence of this popular 
appreciation that is induced read this 
quotation from the St. Joseph Gazette 

“In building and maintaining a slogan 
sign or the city,” it says, “the St. Joseph 
Railway, Light, Heat, and Power Company 
has again demonstrated its disposition to 
boost for St. Joseph and to do what it ean 
to keep this city in the fore-front ot Ameri- 
can municipalities. Thousands of people 
witnessed the ceremony of turning on the 
current and and saw the big sign blaze 
forth in all its glory. 

“The St. Joseph Railway, Light, Heat and 
Power Company has gone a long way toward 
popularizing itself with the people. It has 
displayed a willingness to do its full share 
toward the building of a great city here. 
In doing this it has spent money freely, 
giving to the people such an exhibition of 





The new slogan sign in Elyria, Ohio. 
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the wonder-working quality of electricity 
as had never before been seen in_ this 
community. The recent Fos festival gave 
the public an idea of the character of men 
behind this company and the presentation 
of this slogan sign has but added fuel to the 
flame of the company’s rapidly growing 
popularity.”’ 

Mr. H. C. Porter is the new business 
manager in St. Joseph. Both the St. 
Joseph and Elyria signs were built by the 
Valentine Electric Sign Co., of Atlantic 


City, N. J. 


J. T. Shannon, commercial agent of the 
United Electric Light and Water Company, 
Waterbury, Conn., has been appointed 
superintendent of the Greenwich office, as 
successor to G. F. Atwater. 


C. G. Johnson, formerly manager of the 
Chickasha (Okla.) Light, Heat and Power 
Company, has been appointed general 
manager of the Vicksburg (Miss.) Light 
and Traction Company, succeeding A. J. 
Bemis. 
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The Convention Trains 
(Concluded from page 121) 


personal charge of Mr. G. A. Freeman, 120 
West Adams St., Chicago. This train will 
be known as the Green Special. 

Brown Special. A special train will also 
leave Chicago over the Lake Shore Railroad 
at 10:15 a. m., Sunday, May 31, from the 
La Salle Street Station, stopping at Toledo 
at 3:35 p. m., where Detroit and Michigan 


. passengers may be taken on, and arriving 


at Cleveland at 6:10 p. m. and Buffalo at 
10:30 p. m., where members from that 
territory, as well as Canadian travel may 
board the train; the route will then be over 
the Lehigh Valley Railroad, arriving 12th 
and Market St. Station, Philadelphia at 
10:15 a. m., June 1. This train will be in 
direct personal charge from Chicago of Mr. 
H. N. Sibbald, of Nela Park, Cleveland, 
Ohio. This train will be known as the 
Brown Special. 

Golden Poppy Special. A special train 
will leave San Francisco from Oakland 
Station May 26, making stops at Salt Lake 
City and Ogden, where the train will be 





Better Buy Buckeye Because— 


You will get standard ,quality Jamps, backed by highest and broadest 


scientific research; most uniform in service, 


most depeadable in every way. 


You will get the help that only a wide-awake and progressive sales-organi- 


zation can give you. 


You will get a pro luct that is constantly supported by its own merits. 


You will get the benefit of National advertising and local selling helps. 


You will get lamps as you want them when you want them. 


You will deal with an organization that can give you immediate, direct, 


authoritative service without delay 


You will get, on request, technical specifications and plans for efficient 


ania 


Th 


MAZDA lamps. 


scientific illumination and special engineering service in con- 
nection with the new double efficiency Buckeye 


You will get co-operation, progress. quality. 


Che Buckeye Electric Division 


National Lamp Works of General Electric Co. 
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augmented by the Seattle and Pacifi: 
Northwest Contingent, leaving Ogden ove) 
the Denver and Rio Grande R. R. throug), 
the world-famous Royal Gorge. Upon 
reaching Denver they will be joined by the 
Colorado delegation and making the journey 
from there to Philadelphia, with possibk 
stops at Chicago and Pittsburgh, will 
arrive at Broad Street Station May 31. 
This train will be in direct personal charge 
of Mr. E. B. Strong, Rialto Building, San 
Francisco. This train will be known as the 
Golden Poppy Special. 

Magnolia Special. A special train will 
leave Atlanta, Ga. (Terminal Station), May 
31, at 2:45 p. m., over the Southern Railway, 
stopping at Gainesville 5:15 p. m., Greenville 
8.20 p. m., Charlotte 11:20 p. m., and 
arriving Broad Street Station, Philadelphia, 
2:30 p.m., June 1. The train will be under 
the direct personal charge of Mr. A. H. Sikes 
of the Athens Railway and Electric Co., 
Athens, Ga. This train will be known as 
the Magnolia Special. 

Mr. George W. Elliott, Master of Transpor- 
tation directs particular attention to the 
recent change in railroad rules, whereby 
it is now compulsory to purchase two first- 
class tickets in case one person desires to 
occupy an entire drawing room, while for 
the exclusive use of a stateroom or com- 
partment, one and one-half tickets are 
required. The various Railroad Associ- 
ations throughout the country have author- 
ized reduced fares on account of the special 
Convention movement of passengers to 
Philadelphia with the single exception of 
the Eastern Canadian Passenger Associ- 
ation. In order to secure the low fares 
authorized for this meeting, it is imperative 
that round trip tickets be purchased as no 
reduction is allowed on one way tickets. 


Society For Electrical Development 
to Meet in Philadelphia 

The annual meeting of The Society for 
Electrical Development will be held at the 
Bellevue-Stratford Hotel, Philadelphia, on 
Monday, June 1, at 10 a.m. At this meet- 
ing new directors will be elected and im- 
mediately following, there will be held the 
annual meeting of the Board of Directors, 
at which the officers for the coming year will 
be elected. 

The Society announces that it has engaged 
Mr. H. C. Spaulding to take charge of its 
News and Advertising Department. Mr. 
Spaulding is a graduate of the Massachusetts 
Institute of Technology, a member of the 
Technical Publicity Association and has 
had wide experience in publicity work. 

Mr. Harry Chapin Plummer has been 
engaged by the Society to assist Mr. Spauld- 
ing in his department. Mr. Plummer has 
had several years’ training in active news- 
paper work, has been a writer on engineering 
and technical subjects for technical papers, 
popular magazines, and daily newspapers. 


Jovian Plans for Convention Week 


The Philadelphia Jovian League, in co- 
operation with the National Electric Light 
Association, will hold a mammoth rejuvena- 
tion on Tuesday, June 2, at 7:30 p. m., in 
Willow Grove Park, to which all the dele- 
gates and guests in attendance at the 
N. E. L. A. Convention are invited. Plans 
have been perfected for a very elaborate 
entertainment in this delightful park, and 
efforts are being made to secure a large 
number of candidates for rejuvenation, 
prizes being offered to Philadelphia Jovians 
in a competition for the securing of candi- 
dates. 
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Clean-up Bargain Sale 
By W.S. Mennennatn, 
Sales Manager, The Electric Service and 
Supply Co., Aberdeen, Wash. 

Nearly every Electrical Appliance Store 
wil! accumulate a number of used appli- 
ances during the year and unless some one 
watches these accumulations very carefully 
they soon amount to quite a good deal in the 
aggregate. 
some of these appliances are all right ex- 
cept that they have become discolored by 
the heat, others will contain burned-out ele- 
ments and still others will need new cords. 

‘This spring we are going to gather up all 
our appliances that are not new and shining 
and fit them all up with elements, etc., so 
that they will heat and then we will establish 
a little ““Bargain Counter” and sell them 
at such a low price that we are sure to dis- 
pose of every one of them. 

We prefer to dispose of such appliances 
at any price rather than have them lie on 
our shelves from year to year. 


The Simplex Suction Cleaner 


The day seems not far distant when the 
American housewife will look upon an 
electric suction cleaner, as quite as much an 
essential part of the housekeeping equip- 
ment as a rolling pin or a dish pan. The 
increasing number of high-grade, low-priced 
machines on the market, is evidence of the 
growing demand for this staple housekeeping 
device. 

The Ramey Company of Chillicothe, 
Ohio, is now actively cooperating with the 
central stations in advertising and market- 
ing the Simplex Electric Suction Cleaner, 
at a very moderate price. The Simplex 
is a sweeper type machine, weighing but 
eight pounds and requiring only seven inches 
clearance in cleaning under furniture. It 
is equipped with a revolving brush in the 
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nozzle, for gathering up all hair, lint and 
ravellings, and the dust bag is made of a 
specially treated fabric that has proved 
most effective. The switch is located con- 
veniently on the handle and 20 feet of cord 
is furnished with every machine. A full 
kit of cleaning attachments—hose, brush, 
blower and special nozzles—are provided 
for use on curtains, clothing and upholstery. 
It is a complete housecleaning equipment 
for the home, an opportunity for saving 
labor and worry, that is worth many times 
the cost. 

Every indication points to a bigger and 
more profitable residence load, soon to come. 
The appeal of the suction cleaner is often 
the first step in the electric equipment of the 
household and, therefore, if for no other 
reason, it deserves the eager support of 
every central station. 
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DETROIT MICHIGAN , U- S:fA- 
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80 and 100 
4 3 candle power 


Big Improvement in 


inert gas into the bulb. 
of similar sizes: 


100 candle power—6.6 


lamps. 








Westinghouse Mazda Street Series Lamps 


Westinghouse Mazda Street Series Lamps have long been recognized as 
representing the highest quality standard in lamps of this type, for in the past 
they have always possessed certain features not found in other lamps. 
improvement in the Street Series Lamps consists of a change in filament construc- 
tion from the loop filament to the closely coiled wire and the introduction of an 
The efficiencies of these lamps are between 25 and 30% 
higher than those of the former lamps and the quality of their light is far superior. 
The new lamps in the following sizes are recommended to replace the former lamps 


80 candle power—6.6 and 


250 candle power—6.6 and 
400 candle power—6.6 and 
600 candle power— 6.6 and 


We have just issued a bulletin giving complete information in regard to these 
A copy will be mailed to you on request. 


Westinghouse Lamp Company 


Offices throughout the country 


Factories, Bloomfield, N. J., New York, N. Y. 
General Offices, 1261 Broadway, New York, N. Y. 


Member Society for Electrical Development. 





400 candle power 





6003 andle power 


The latest 


7.5 amperes—S 2414 Bulb 


amperes—S 2414 Bulb 

7.5 amperes—S 35 Bulb 
20.0 amperes—S 40 Bulb 
20.0 amperes—S 40 Bulb 


“Do It Electrically” 
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STATEMENT OF THE OWNERSHIP, MANAGEMENT: 
CIRCULATION, ETC., 


3 . of ELECTRICAL MERCHANDISE, published once a month 
on e e ] ns row Z at Brattleboro, Vermont, required by the Act of August 24 
1912. 
Editor, Frank B. Rae, Jr. 
Managing Editor, Earl E. Whitehorne. 


. ° ° ° Business Manager, Earl E. Whitehorne. 
A steady-burning electric sign, before the public year after Publisher, The Rae Company. 
4 . = whers: 
, > ~}y< r : y r Frank B. Rae, Jr., 17 Madison Ave., New York City. 
year, without change, gets lazy and loses selling power. Everybody Parl witch, Re Main Bien New York iy. 
: ° John G. Learned, 137 So. LaS St., Chie , Til. 
is used to it. W. C. Andrews, East Orange, N. mes 
. Electrical ta hcg sce 90 West “7 a York og 4 , 
™ ° e ° ° <nown bondholders, mortgagees, and other security hold 
Show your Merchants the value of Life and Action in 2 sign. ers, holding 1 per cent or more of total amount of bonds 
= mortgages, or other securities: 
. Vermont Printing Company, Brattleboro, Vt. 


Sell them a Reco Flasher to set their sign a-talking. V. R. Lansingh, Cleveland; Ohio. 
Robert Kuhn, Detroit, Mich. 


Si SARL E. WHITE NE. 
Sell them Reco Lamp Hoods to change the color now and then. ventas re ee 


Sworn to and subscribed before me this 27th day of March, 
~ . ; ; 1914, we 
The Flashing sign has Force and Personality. It reaches further ‘anh AUGUSTUS H. WINKLEMAN, 
and pays better. - (My commission expires March 30, 1915. 
Recommend 
Reco Flashers 


and don’t have 


your town full \. amg Buy 
of lazy signs. Xs e ‘ . 
Business- Getting 
Sunn eg pd dig, May adi ee Booklets 


x IW OK, 
RFE.~.: FLASHER MFG. CO. From 


Manufacturers of Billboard Reflectors, Motors, 
Time Switches, Window Displays, Etc. 











Reco Lamp Hoods 





THE RAE COMPANY 


422-428 So. Talman‘Ave. " 5 1123 Broadway 17 Madison Avenue 
Chicago \: i] New York New York City 















































Be Sure You Have Just the Right Plan for Your 
Kind of a Community Before You Start 
Your Summer Washing Machine 
Campaign!!! 











We have sold the Thor Electric Home Laundry Machine under every possible 


condition. OVER 70,000 ARE IN USE. 

We have found that it is the right PLAN OF CAMPAIGN that brings the 
Big Success. We have won these Big Successes in every kind of town, from. the 
far south (where everyone sends the wash to the negro cabin) to the far north 
(where the summers are cool). We have learned all the Best Ways to make the 
Washing Machine Campaign a Big Success instead of just a Fair Sale. 


Now is the Time—Let Us Show You How. We Can Make 
Your Campaign WIN NEW CONSUMERS and 
TURN A BIG PROFIT. 


We will place a “Thor” in the home of any responsible family, named by 
you, for 15 DAYS’ FREE TRIAL. We will do other things. We will cooperate 
with you in a big summer campaign that will lead to the complete equipr aut of 
hundreds of homes. Other appliances always follow the Thor. 


Write to-day. Let’s get started at once. 


Equipped with two-roll reversible wringer 


HURLEY MACHINE COMPANY 


CHICAGO, 520 West Monroe Street NEW YORK, 1015 Flatiron Building TORONTO, 
LOS ANGELES, 3rd and Main Streets SAN FRANCISCO, 523 Mission Street Atlantic and Liberty Streets 


























y- 
hold 
b onds 

















May. 1914 


ELECTRICAL MERCHANDISE 


Success in an Appliance Campaign 
“TALKING POINTS” vs. PRACTICAL SERVICE 


@ OHIO-SIMPLICITY Suction Sweepers are not encumbered with 
“talking points.” 


@ They are built for practical, continuous, satisfactory service. 


@t is our idea that service is what the Central Station sells — electric 
service and appliance service. 


@ It is our idea that an electric toaster on the pantry shelf or 

an electric sweeper behind the coal bin is not doing the 

central station a whole lot of good. The only appliances 

; . that are worth bragging about are the appliances 

q@A Si M- that keep the meter turning every day of the week 
PLIGITY 


and every week of the year. 
Sweeper on 


your lines 1s * @ The OHIO-SIMPLICITY is that sort of 

good for E an appliance. 

| .-) 

— @.The best thing we can say about 

ae | the SIMPLICITY is that it does its 

eaten eae, ti al | work. It gets dirt off of and out 

hie ais stat 74 of the carpet. It has a set of 

$9.50) a aaa sf | | good, sturdy, ample, vacuum 
pens ag | attachments, and those 

week, ne tee : | work too. I he whole 

month, but $2.50 a outfit cy simple, 

year. The SIMPLIC- practical and 

ITY works by the year. genuinely 

useful. 

@ We have a SELLING PLAN 

whereby we can come pretty 

near guaranteeing that you'll 

sell SIMPLICITIES to 10% of 

your customers this spring. The 

Pian has been tested and found as good 

as the SIMPLICITY. We can’t say more 

for it than that. 


@.Let us explain our proposition and prove our 
case—not by “talking points,” but by the practical 


service we have rendered other central stations and which we can duplicate 
for you. 


The Wise-Harrold Electric Company 
New Philadelphia, Ohio 
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ELECTRIC VEHICLE 
ASSOCIATION OF AMERICA 


To the Delegates to the N.E.L.A. 


Convention! 


Gentlemen:— 


Of course you have heard of the E.V.A.A.—but do you rea/ixe that the 
organization 1s a practical working combination of all the factors and interests 
vitally concerned in the success of the Electric Vehicle Industry ? 


It is a Vigorous Cooperative Effort for the Benefit of All Concerned 


Do we tell you about “filling up the valley in the load curve” 

of over $20,000,000 invested in Electric Vehicles by five 
representative industries—about being used in over 125 lines 
of trade and in practically every state r 





No! You know that—but, do you realize 


that you and your company can get the greatest benefit from 
this movement by dezmg a part of itr The E.V.A.A. is the 
one national organization devoted solely to the development 
of the Electric Vehicle Industry. 


Be a Cooperative Member and Have no Cause for Regret 


Departments Through Which Information is 
Received and Distributed 








Parcel Post Delivery 
National Cooperative Advertising Campaign 
Garage Operation Charging Facilities 
Insurance Reduction Standardizing of Parts 
Legislative Cooperation ‘Trathe Regulations 
Records and Data Improvement of Roads 
Papers by Able Speakers Educational Courses 
Central Station Cooperation 











WRITE FOR INTERESTING LITERATURE TO 


\( Joseph F. Becker, “shir committee 
130 East 15th St., New York, N. Y. 


























